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BOOT and SHOE 


-- SAY U.S. RUBBER WORKERS TO OUR FIGHTING MEN ~ 


Theee are the people who befons the wat bul pontons, life rafts and other vital equipment. 
U, car—Keds, Kedettes, Redsman, U. 5... To the men in the Armed Forees — your boys 
Royal Tempered Rubber, Gaytees: Today, asyou _— and ours — they say “Count on Us!” This is their 
would wish, they are producing-equipment for _. raiiving e~y.--.ard they are backing it up. In the 
our Armed Forces — life-saving suits, bullet-seal- | mcantime, U. S. Conservation Quality Waterproof 
ing fuel tanks for singinnnty aviators’ boots, | Fourwearis protecting the health of the nation. 
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COMFORT and SMARTNESS 


really hit their stride in 
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MADE IN U.S. Ae 


gs- Boyishoe 


DESIGNED 


FOR FEET IN ACTION ‘ 
by 
The Juvenile Shoe Corporation of America 
St. Louis, Mo. 








A Good looking Wall Last Blucher, Lined 
= Style 8722—Tan Calf—0390 

Hubschman's Calf, Color No. 971 

Style 8723—Black Calf —0390 
Same in Hubschman's Black Calf 





To keep up with the acceler- 
ated pace of present-day 
feminine life, manufacturers 
turn to the spirited, tanned- 
to-take-it qualities of Tan- 
drite Calf. 

Tandrite’s com- 
fort-giving flex- —_ 
ibility, long-lasting good 
looks and distinctive, lus- 
trous finish makes it the on- 
the-foot favorite with active 
young women ! 

Shoes of the incomparable 
Tandrite Calf will clinch 


business for you that will 
long outlast the duration. 
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THE BRAND 
OF QUALITY 






A CAPITAL ASSET 
FOR THE 
SHOE MERCHANT 

















THE YOUNG MISS 


IN STOCK 
£8753... Turftan Antiqued Calf Loop 


ie 
12Yq to 3...A to D 
3/2 to 5...A to D Big Misses _ 
5m to 9...AAA to C 





HE SHOE we illustrate combines both quality and excellent pattern detail. These two selling 
points at the fitting stool have a strong appeal for the mother of the Young Miss. And the 


Young Miss herself just loves the style detail ! 


Leading stores and shoe departments are finding a stronger demand for quality shoes. Kali-sten-iks 
Shoes are more in demand today than ever; a strong endorsement of our policy of selecting quality 
materials and combining them with good styling, then stamping them with our Brand Name, confi- 


dent that each shoe we make will worthily uphold the merchant's reputation. 








THE GILBERT SHOE CO. # THIENSVILLE, WISCONSIN 
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CELASTIC COMFORT 
IN CASUAL FOOTWEAR 





On bike or hike, at work or play, Celastic 
box toes can guarantee greater toe comfort to the wearer of the highly popular unlined 
moccasin-type shoe. . . . . Celastic stays as it is lasted, a constant retainer of toe shape, 
preserving the sporty appearance of the toe. . . . . Manufacturers find that this solution- 
softened plastic grips the reverse side of the leather vamp as tightly as an adhesive and 
that the skived edges blend smoothly into the lines of the forepart. . . . . The result 
is an unlined shoe with toe characteristics more nearly like that of a full lined vamp 
than is possible with the ordinary box toe. In casuals, as in lined shoes, Celastic 


responds to feet in motion. United Shoe Machinery Corporation, Boston, Massachusetts 


THE QUALITY BOX TOE 
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“sure | can get along with just one pair 
of shoes in Summer, but they've got to 
be slick white ones!” 








Localized Tat Faclouis 
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~shoe manufacturers —today, in retail stores everywhere, the shoes of 
many manufacturers are making or maintaining a reputation for fine 
fit in all sizes and widths because they are made over United lasts. 


-Uimbuican —AMillions of shoes on the active feet of young and oid 
Americans — students, workers, housewives, and Service men, fit bet- 
ter because the original models were made by United craftsmen and 
the lasts produced by the latest technical processes. 


-the Warlfpot — Part of the United Last Company's manufacturing 
facilities are engaged in war production, but United Last Factories 
will continue to give dependable service in meeting the needs of the 
industry with “ Fit Foremost Lasts”. 
uburn, Maine . Rochester, N. ¥. 
UNITED LAST COMPANY uesicectencn, comune tr 
T. W. GARDINER CO., Lawrence, Mass. KRENTLER BROS. CO., Milwaukee, Wis. 
140 FEDERAL STREET, BOSTON, MASSACHUSETTS © stewarra porter CO., Brooklyn, N.Y. UNITED LAST CO. LTD., Montreal, P. Q. 
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CHRISTMAS SHOPPING FEET 








CAPITALIZE ON THIS PEAK PERIOD OF FOOT SUFFERING 
WITH A STRONG DISPLAY OF 
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It is a fact—one of the three biggest peak periods of the year in 
demand for Foot Remedies, is during the Christmas shopping 
rush. Millions are then subjecting their feet to excessive stress 
and strain from long hours of standing and walking. Feet cry 
out in pain and minds can think of only one thing—RELIEF! 








No person is more susceptible to the power of suggestion than 
the one who is in pain. That’s why a big display of Dr. Scholl’s 
Foot Comfort Remedies during this period of “CHRISTMAS 
SHOPPING FEET” brings such a rush of demand. Shrewd 
department store merchandisers throughout the country always 
capitalize on this by-product of holiday shopping with a spe- 
cial display of Dr. Scholl's. Be as enterprising as they are—put 
up a strong display of Dr. Scholl’s NOW! 


* Trade Mark Reg. U. S. Pat, Off. 
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D’ Scholls 


FOOT COMFORT* 


REMEDIES! 




















Suggestion: One of the most effective ways to merchandise 
Dr. Scholl’s Foot Comfort Remedies to sufferers from 
“CHRISTMAS SHOPPING FEET,” is to keep a display of 
these timely reliefs next to your cash register and spot them in 
your window. Following are some of the Dr. Scholl's Reliefs 
now in big demand: 
















DR. SCHOLL'S ARCH SUPPORTS 

DR. SCHOLL’S ZINO-PADS FOR CORNS, 
CALLOUSES, BUNIONS, SOFT CORNS 
DR. SCHOLL'S FOOT BALM 
DR. SCHOLL'S FOOT POWDER 

DR. SCHOLL’S KUROTEX AND MOLESKIN 

DR. SCHOLL'’S BUNION REDUCER 

DR. SCHOLLS LuPAD 
DR. SCHOLL’S FELT CORN AND BUNION PADS 


ADVERTISING—AND LOTS OF IT! 


Here is a reproduction of our full column 
ad on ‘“‘CHRISTMAS SHOPPING 
FEET,” appearing in the December issue 
of THE LADIES’ HOME JOURNAL. 
Ads on Dr. Scholl’s Aids for the Feet will 
also appear in many other leading maga- 
zines during November and De- 
cember. Cash in on this holiday 
demand with a prominent dis- 
play of Dr. Scholl's! 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago 
62 W. 14th St., New York 








The right lubricants, the means for pro- 
perly applying them and wiping cloths for 
keeping machines clean, are fundamental 
tools for protective maintenance. 


Methods of carrying out machine main- 
EERE MASHINES SES CSCS tenance may vary, but the adequate equi 
LUBRICANTS WILL RESULT IN: pe a OE 

ping of an individual concerned with 
© Redused weer end broatage machine care, whether he be operator or 
@ More continuous production i a 

full time maintenance man, is as essential 


@ Reduced power consumption 
@ Smooth running machines today as bullets or field rations are to a 


@ More and better work soldier. 


OIL IS AMMUNITION — USE IT WISELY — BUT USE IT! 


. BAC | TAKE GOOD CARE OF WHAT YOU HAVE 


Lubricants properly used 
will help prolong the life of 
shoe machinery. In these 
critical times, conservation 
is vital. Make oi! your 
Ammunition. 
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ARE COMFORTABLE 





Today More 
Than Ever, Women 
Want the Beauty WHERE MOST PUMPS HURT! 
of This Classic 
Pump! The amazing success of PARADISE 
TANGO Pumps has resulted princi- 
pally from the patented no-pinch in- 
step feature. A woman slips her foot 
into a PARADISE TANGO. Instantly 
she knows; they fit! No gapping, no 
bulging, no slipping, no pinching! The 
smooth throat hugs the foot snuggly 
all around — controlled by the unique 
instep feature. No wonder this shoe 
has been favored by more than a million 
women. Write today for more details. 





BRAUER BROS. SHOE CO., St. Louis 
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IN 1924 the world was surprised to find itself 


shrinking—Europe and America were now only 3 
days apart. But the shoe world was not surprised 
at the ever-growing success of Foot Saver’s Gypsy 
Tie—then only 3 years old, but already a favor- 
ite with thousands of women who had found in it 


the truly all-purpose shoe they’d always wanted. 


IN 1942 distances are still shrinking—but the 
demand for Foot Saver’s Gypsy Ties is steadily 
increasing. As more women do more walking 
they naturally seek the all-day comfort, the last- 


ing smartness that have characterized this Foot 





Saver style for 21 years. 


patent trim 
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FOOT SAVER GYPSIES 


“The Shoe That J & K Made Famous” 


THE JULIAN & KOKENGE COMPANY, COLUMBUS, OHIO 








a ee eee Sor 


10 . a ae Boot and Shoe Recorder 











oe A 


- ~~ ar 














liecorder 








WASHINGTON, the city of shoe 
shines! From the minute you step 
into Washington’s magnificent rail- 
road station, you are conscious of 
the fact that shined shoes are a 
mark of the well-dressed man. 
There’s a row of chairs over in the 
corner that we would take a bet on 
as being the most active shoe shin- 
ing chairs in the world. We ought 
to know—because we were pulled 
out of our berth at 6 a. m. (trains 
can’t loiter in the station to let pas- 
sengers catch a few extra morning 
winks) and even though our shoes 
had been shined by the porter, we 
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wanted that extra, extra look. For, 
if you are going around to a num- 
ber of important offices in Wash- 
ington and you bear the label of a 
shoe man, it is obvious that some- 
time during the conversations and 
discussions you will get around to 
the subject of shoes and the big 
man’s eyes will rest on your own. 
Believe it or not, we had to wait 
in line to get a shine at 6 a. m. In 
the late evening of that day, we 
went by the station again and the 
same lad who had done such a 
swell job in the morning—was still 
shining. That boy certainly rates as 
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a shoe shiner in more ways than 
one. His long hours, his shining 
energy and his rare good humor 
pull him in some $72.00 a week. 
Not bad for shining shoes! We had 
no way of finding out what the 
other colored boys made, but it cer- 
tainly was a shoe shine revelation 
to us. 








Make no mistake about it, this 
boy earned his money the hard way. 
During the short span of our ob- 
servations we would say that the 
shines on the shoes of men in uni- 
form rated about three to one civil- 
ian shine. Only an American lad 
would be as generous with his tips. 
The soldier boy next to us threw 
him a quarter and said: “I only 
wish you were going along with 
our outfit because our ‘top kick’ 
must have been in the shoe busi- 
ness; he’s so darned particular 
about shined shoes.” 

There isn’t a shoe store in Wash- 
ington, or a shoe department for 
that matter, that isn’t doing a 
swell job on shoe shining kits—a 
new bonanza market for findings. 
It would be a great thing if we 
could keep this thing going after 
the wars are over. 


404025 





LISTEN to the “voice of Washing- 
ton” a little more attentively. It’s 
beginning to growl and talk tough. 
Dr. Dexter M. Keezer, deputy ad- 
ministrator of the Office of Price 
Administration, and back from 
England, expressed high praise for 
the manner in which the English 
have handled their problem of war- 
time price and rationing procedure. 

Joining price control with qual- 
ity control, the British Government 
has drawn up specifications for a 
wide range of products. It would 
be impractical to try to copy all 
of England’s system here because 








of the distances and varying cli- 
matic conditions in the United 
States, Dr. Keezer said, but there 
were many features which might be 
incorporated into our program. He 
declined to specify which features 
he meant or to indicate what rec- 
ommendations he might make to 
the OPA as a result of his trip. 


PAUL J. WOLFER, who left the 
shoe business to embark on an 
Army career and who was subse- 
quently commissioned a lieutenant 
in the Quartermaster Corps, has 
recently taken another step up and 
is now Captain Wolfer. He directs 








the activities of one of the newly- 
organized mobile shoe and clothes 
repair units and is stationed at Fort 
George Meade, in Maryland. These 
units, until fairly recently in the 
experimental stage, are now an ac- 
cepted part of the Army’s program. 
His father is the well-known shoe 
manufacturer, Paul C. Wolfer. Both 
father and son have their homes at 
Wellesley, Mass. 
* 


* * 


JOSEPH F. GALLAGHER, Post- 
master of the United States Post 
Office in Philadelphia, Pa., asks the 


cooperation of all citizens. He says: 


“You know, of course, that the Post 
Office is in this war as much as any other 
Government Department. Therefore, we 
ask your all-out cooperation to keep the 
mails moving! 

“This Christmas we will handle the 
greatest volume of mail in our history. 
Yet, over 25,000 Postal employees have 
gone into the armed forces. Yes, 10% 
of our local Post Office personnel. More 
will be called. Trucks are scarce. Train 
service is irregular. Railroad cars that 
usually carried Parcel Post packages have 
been diverted to war purposes. These 
conditions will be aggravated by added 
travel during the Christmas season. 
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“Therefore, we ask you to withhold 
heavy mailings of catalogs, calendars and 


other such matter, during December. 
Calendars should have been mailed suf- 
ficiently in advance of December Ist to 
permit delivery before that date. This 
does not apply to current advertising per- 
taining to holiday sales. 

“The Christmas season for domestic 
mails began December Ist and we are 
asking people to mail their Christmas 
cards and parcels to the members of the 
armed forces in the far away camps and 
to persons located in the far away States 
not later than December 5th, and all 
mailings to the nearby States completed 
by December 15th.” 

7” 


LEVERENZ SHOE COMPANY of 
Sheboygan, Wis., after six months 
of experimenting, has found that a 
three-ply maple sole can be stitched 
onto the shoe upper with ordinary 
equipment and that the stitches will 
not pull out. The men’s shoes pro- 
duced in this manner look as neat 
and serviceable as if they had a 
leather sole. 
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BUY NOW! 








—One of our good shoe friends 
sends in the following squib: 


"You say you've never had any experi- 
ence selling in our industry?" 


“That's right." 

“What selling experience have you 
had?" 

“None.” 


“Have you ever studied advertising or 
salesmanship?" 

"No, sir." 

“Then why did you come in here and 
ask for a salesman's job?" 

“I've got a brand new set of tires." 
“Why didn't you say so in the first 
place? When do you want to start? 
How would West Texas suit you?" 


—Money is no good is you can't ex- 
change it for something useful. 
—If money won't buy tires or gas, 
what good is it, you ask? 

—Buy War Bonds! 

—Your money in that way will help 
buy Victory—and Peace. 

—Then you can buy all the tires 
and gas you need—and other 
things, too. 


President 





THE life of a good man is mea- 
sured by the memory of his deeds, 
or personality or his writings. We 
had a glorious flash-back along 
Memory Lane when we received a 
letter from William H. Kuhl of Kuhl 
& Company, Pittsburgh, Pa., a para- 
graph or two reading: 

“Many changes since the Gas 
Light and Horse Car times and 
many are the old friends gone. Even 
my old Recorper friend, Mr. G. E. 
B. Putnam. How we all did enjoy 
his Shop Talk! 

“Have had a copy of the 
RECORDER on my desk every week 
for fifty years.” 

Other readers of the Boot AND 
SHoE ReEcoRDER may remember 
that famous column SHOP TALK, 
written in the staccatic style of short 
lines—no paragraphs—no sentences 
longer than a line of type, originated 


by George E. B. Putnam back ip 
the 80’s and continued by him in 
the Boor aND SHOE RECORDER 
through the 90’s and all the way up 
to 1914, 

So let’s give thanks for memory 
and appreciation for memory mak- 


ers and letters. 
* = * 


LEON HENDERSON, Administra- 
tor of the Office of Price Adminis- 
tration, addressing Boston’s Anti- 
Inflation Rally on the evening of 
November 19, said: 

“We are now moving into a new 
offensive. We will replace much of 
the General Maximum Price Regu- 
lation and others of our regulations 
by simpler, more definite ceilings. 
When possible, OPA will state 
these ceilings in terms of dollars 
and cents and will apply the same 
ceiling to as large a part of an in- 
dustry as feasible. This will make 
it easier for both the business man 
and consumer to understand and 
comply with the ceiling. And, 








sometimes, particularly in the case 
of retail stores, our ceilings will be 
stated in terms of margins—that is, 
a dollar or cents amount which the 
retailer may add to his cost price. 

“The time has now come in my 
opinion when the sternest measures 
must be taken to punish that minor- 
ity which is not cooperating in one 
of the most important parts of the 
war program. There is no room in 
war-time America for the price or 
ration chiseler. 

“Learn what ceiling prices are 
and watch for them every time you 
shop. Never pay more than those 
prices. Help the storekeeper who 
is fighting the high cost of living 
by buying only in those stores 
where ceiling prices are plainly 
posted. Watch quantity and quality 
when you shop. Remember, that 
neither one can be reduced with- 
out a corresponding reduction in 
price.” 
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ARTHUR L. MONAHAN of E. T. 
Wright & Company, Inc., Rockland, 
Mass., has been elected to member- 
ship in the Controllers Institute of 
America, a technical and profes- 


sional organization of controllers. 
aa * 7 


MURRAY S. ROLFE, general man- 
ager of Dalsimer—*Philadelphia’s 
Famous Family Shoe Store,” says: 

“We consider ourselves very for- 
tunate during these hectic days to 
have a constructive background in 
our business—a business that never 
went wild on high style shoes. 

“The moral of this story is that 
every sound business, even during 
normal times, should not let high 
style run away with the good, prac- 
tical judgment of building for the 
future of a business without good 
bread and butter shoes.” 

Then, in a half-page advertise- 
ment, he tells this story, in type: 

Leather goes to war! “A UNITED 
AMERICA, long accustomed to an 
abundance of the best of everything 
is soberly tightening its belt. Now, 
nothing matters but Victory. 

“The nation’s vast resources, in- 
cluding the finest sole leathers, are 
dedicated to that goal. 


“Our fighting forces need and- 


deserve sturdy shoes built to defy 
the assaults of war and wear. We 
at home will share gladly the re- 
maining supply. 

“Despite these facts, Dalsimer is 
gratified to announce that we have 
taken every possible step to provide 
good shoes that will protect civilian 
health and keep the home front un- 
interruptedly in action throughout 
the duration. 

“Daisimer, fortified with an unsur- 
passed knowledge of leathers and shoe- 
making, and backed by 65 years’ experi- 
ence extending through other wars and 
crises, will continue to be fully prepared 
to supply quality shoes made with the 
best leathers obtainable, in a comprehen- 


sive selection of styles and sizes for Men, 
Women and Children.” 


* * * 


FRANK M. FOLSOM, formerly 
with Goldblatt’s Department Stores, 
Chicago, now has a real buying job 
as assistant Chief of Procurement 
of the United States Navy. Plenty 
of shoes and other leather apparel 
for our fighting men is only one of 
his many responsibilities—respon- 
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sibilities which recently took him 
on a 25,000-mile trip by air to our 
Pacific bases including a stop-over 
at Guadalcanal. He took this trip to 
find out what the boys out there 
need the most and the quickest and 
he is going to see that they get it. 
This was his message as main speak- 
er at the 10th annual meeting and 
dinner of the State Street Seniors 
of Chicago. He made it quite plain 
to his former fellow merchants that 
a lot more material is going to have 
to go to those boys and to boys 
elsewhere in this big fight and that 
all of them were going to have to 
make a lot of sacrifices to see that 
they get them. 

. 
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ROGER W. BABSON, nationally- 
known economist, says: 

“If small business men, includ- 
ing those engaged in what Wash- 
ington calls non-essentials, would 
get out of their inferiority complex 
and fight, they could do themselves 
and the country a real service. The 
truth is, there is no real distinction 
between essentials and non-essen- 
tials. Certainly, the so-called non- 
essentials are most essential in the 





development of democracy. Busi- 
ness men, whatever they make or 
sell, whether they are large or 
small, efficient or inefficient, com- 
bine in making up the life blood of 
America. Only from small busi- 
nesses do large businesses develop. 
Democracy itself, for which this 
country was founded and for which 
our boys are fighting, depends on 
protecting those so-called non- 
essentials. The small business man 
makes democracy safe. I commend 
rationing, allocating and, for the 
emergency, the fixing of profits, 
wages and prices of goods used in 
the war effort. I strongly oppose 
the fixing of profits, wages, hours 
or prices in connection with non- 


essentials.” 
7” 7 . 


ARTHUR BERG, of the Athletic 
Shoe Company, Chicago, IIl., says: 
“There’s one thing that our 
soldiers, sailors, and marines aren’t 
missing, in training at least, and 
that’s all of the traditional Ameri- 
can sports. Judging by the large 
quantities of football, baseball, 
basketball, and gym shoes being 
ordered by both the Army and 
Navy, the armed forces will have a 
well-organized athletic program of 
their own. And it’s gratifying to 
know that we are using our love 
of American sports and physical 
exercise as part of our toughening 
up and conditioning program.” 





“His wife is at the Civil Defense meeting this evening, sir." 


| 
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UNITED NATIONS offensives in North Africa, Ameri- 
can success in the Southwest Pacific and the amazing 
progress of the Russian counter-offensive have all con- 
tributed to a growing interest in post-war problems, 
which are now being discussed more widely than at any 
time since the beginning of the war. Much of this 
interest, very likely, is premature. The Administration 
is worried about it because unwarranted optimism at 
this time will very likely be followed by a wave of dis- 
couragement and pessimism later on if military events 
fail to live up to expectations. 

And yet business men can’t offord to be caught nap- 
ping. Peace, when it comes, will have important reper- 
cussions on the shoe industry. It will call for extensive 
readjustments, and if some of these can be foreseen 
and provided for in advance, such foresight will give a 
tremendous advantage to those who are prepared and 
ready. 

* * * 

|T is improbable that anyone, either in the government 
at Washington or in the armed services, is in a position 
at this time to make a trustworthy forecast on when 
either of the wars in which the United States is now 
engaged is likely to end. There are too many unknown 
factors that will have to be resolved before the peace 
can be predicted or predictable. The most important of 
these unknown factors is the present state of the German 
army, its military equipment and its transportation 
facilities. Our General Staff would probably give a 
great deal for more precise and accurate information 
than they actually possess on those subjects. 

It is apparent that the keen edge of the German Army 
as an offensive instrument has been dulled in some 
degree by the resistance it has encountered in Russia. 
It is still a mighty military machine, but in its two most 
recent offensives it has fallen just short of accomplishing 
its objectives. The tremendous losses suffered on the 
Eastern front have deprived it of the extraordinary 
striking power by virtue of which it was able to sweep 
through Poland, France, and those portions of Russia 
that were overcome in the Summer of 1941. 

Germany today is on the defensive on two fronts, the 
thing it has feared and striven to avoid since the be- 
ginning of the war. Nevertheless, the German Army 
may succeed, through some bold stroke, in recapturing 
the initiative. Or it may be able to fight a long defen- 
sive war. There are no present indications of any such 
disintegration as that which accompanied the sweep of 
the American forces through the Argonne in 1918. Al- 
though handicapped in many ways, the German econ- 
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omy still seems able to provide for military require- 
ments and also furnish meager but adequate support 


for the civilian population. 
7 * + 


IN the light of this situation, it is evident that the pre- 
dictions one hears that the war will end in °43 or early 
in °44 are guesswork pure and simple. It’s always pos- 
sible that a guess may come true, but if anyone has 
more than guesswork to back up his opinion on this 
subject he would probably be a welcome visitor at the 
War Department. 

Meanwhile, from a business angle, it would seem 
the part of wisdom to do some long term thinking and 
planning on what will be the best course of action when 
peace does come, but not to expect too much. Govern- 
ment is still basing its plans on the expectation of a 
long war, and as long as government operates on that 


basis business must plan accordingly. 
* * * 


WASHINGTON right now has other worries than when 
the war is going to end. Some of these worries have to 
do with what may happen afterward. The election has 
provided food for quite a lot of sober thinking along 
these lines. Some pretty shrewd politicians have come 
to the conclusion that Jim Farley’s statement to the 
effect that “the American people got just a little bit 
tired of being pushed around” was a masterpiece of 
understatement. 

Elaborate plans and blueprints are being drawn by 
various agencies of the federal government for a brave 
new post-war world. But the structure that is built 
eventually may not very closely resemble the blue prints. 
It appears inevitable that America must play its part 
in some plan to bring order out of chaos, but the ambi- 
tions of some of the more idealistic planners, like Vice- 
President Wallace and Mr. Hopkins, may be modified 
by the hard realities of the post-war world. If the peace 
is followed by a period of disillusionment like that 
which followed World War I there might not be much 
left of the blueprints, or the planners. 

[TURN TO PAGE 28, PLEASE] 
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FAMOUS FOOTWEAR 
Visiting the wardrobe department at her movie studio 
in Hollywood, Mimi Chandler looks over some of the 
shoes which have been worn by famous movie stars. Miss 
Chandler, daughter of United States Senator “Heppy” 
Chandler, of Kentucky, under contract with Paramount, 
cen sing as well as act. 
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Showing how the men’s department was set aside from the women’s shoe, casual and bag 
departments. This also shows how this large room was made to look even larger through 
the mirror in the casual section. 


Readjusting a Business 


THE C. H. Baker Hollywood Boulevard store, in 
Hollywood, was recently remodeled. There were three 
reasons for doing this job, which was completed shortly 
before the present drastic restrictions became effective: 


1. Thousands of new workers in the nearby airplane 
plants, many of them new residents. 

2. Movieland’s 5,000 extras reduced to three-quarters 
that number to provide for more war workers. 

3. Footwear Conservation Order M-217. 

This store has been on,the Boulevard since 1923 
and has done a consistently good business in moderately 
priced men’s and women’s shoes. The rapid change of 


a glamour movieland boulevard to a thoroughfare of 
real honest-to-goodness, down-to-earth war workers has 
taken place. And it is the latter who now make up the 
greatest buying power in this area. 


MIKE KAPLAN, 
SALES PROMOTION AND 
PUBLICITY DIRECTOR 
for the C. B. BAKER STORES, with 
headquarters in Los s. Calif 
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Stages were used as an opening 
motif, even though Hollywood 
Boulevard does not now have 
a dominant theatrical “feeling.” 
Labeled “C. H. Baker Varieties 
of 1942” the “stage” shadow 
boxes gave the windows the 
added touch needed to make 


them outstanding. 


to Meet War 


” 


The two island front windows are given over to the exclusive 
display of play and casual footwear for women. In additivn 
these windows are flanked by two large L shaped windows 


on either side, one for men’s and one for women’s shoes. 


Looking into the bag department from across in the men’s 

section. Here is working space for four girls during normal 

business times. The entire department is primarily designed 
and arranged for bag selling, with hosiery as adjunct. 





Changes .. - 


by MIKE KAPLAN 


One answer solved the complex, yet related problems 
of how to acquaint the community’s newcomers with 
C. H. Baker’s and how to give M-217 styled footwear 
a strong appeal: Answer, a new store. 

Then, too, we decided that to serve better the people 
whose business is so important to us and upon whom 
our increased volume must depend for the duration, a 
store with all the physical necessities for better handling 
of this newly acquired business should be the order 
of the day. 

With government restrictions on remodeling, it be- 
came a very difficult problem to rebuild and still stay 
within the regulations. Fortunately, this job was com- 
pleted before the present limitations went into effect. It 
took a great deal of thought and planning to maneuver 
a pleasant shopping atmosphere. Using non-essential 
materials, wallpaper, plaster and paint, a pleasing effect 
was secured. 

















Casual shoe section in 
rear is such a colorful, 
beautiful department 
with its canopy that it 
attracts immediate atten- 
tion. Colors are soft 
yellows and gray tones. 
The department looks 
tremendously large, due 
to the large mirror in the 
rear center. This mirror 
was curtained off during 
picture taking to avoid 
reflections. 


What the Management 


Did to Enable the C. H. Baker Store 


on Hollywood Boulevard Meet the Different Conditions and 
Changed Clientele Resulting from Wartime Developments 


During the past two years, the San Fernando Valley 
communities have become the destination of the greatest 
migration since the California Gold Rush. These com- 
munities, adjacent to important airplane plants, have 
shown the greatest increase in buying power of any 
region in the spectacular Southern California area, San 
Diego alone excepted. 

Now comes the M-217 Regulation with its subdued 
range of colors. These shoes in the environments of a 
store that had not been materially changed in a number 
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of years would not look their worth to shoppers new 
to Hollywood Boulevard. 

In planning this new store, four distinctive sections 
were worked out, each having its own color scheme 
and appointments, viz.: main women’s selling space: 
men’s department; women’s play shop and the bag de- 
partment. 

In the last year the trend toward play and casual 
types of shoes has been most pronounced. Really large 

[TURN TO PAGE 31. PLEASE] 


With dimout restrictions 
and other lighting regu- 
lations in effect which 
are being enforced on 
the coastal areas of the 
country, a new type o/ 
“egg crate honeycomb” 
ceilings was used in the 
windows. This permits 
the concealing of over- 
head _ spotlights which 
can be thrown directly 
on the displayed mer- 
chandise without any 
light being thrown into 
lobby or store in com- 
pliance with wartime 
regulations. Interesting 
dramatic lighting effects 
are still possible under 
the dimout rules. 
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R. J. GOERKE COMPANY in Elizabeth, N. J., some 
time ago, inaugurated a five-year modernization and 
enlarging plan, whereby each department in turn would 
be redone. The purpose of the plan was to bring to the 
public, to its best advantage, accessories and ready-to- 
wear. Because of war conditions the plan has been 
suspended, to be resumed when conditions permit. 
The shoe department, has just been completely re- 
modeled, the last department to be redone under the 
five-year plan. Formerly on the third floor, it was moved 
down to the main floor where it now occupies almost 
the entire width of the store at the rear of the floor. 
The department was installed by Grand Rapids Store 
Equipment Co. Natural to grey South American Prima- 
vera wood is used for the fixtures and furnishings. In 
the women’s department natural wood chairs upholstered 
in coral colored leather are used; in the children’s de- 
partment blue is used for upholstery to provide con- 
trast. All-over blue self-pattern broadloom carpeting 
covers the floor of the women’s department, while car- 
peting shot through with coral appears in the children’s 
department. Spots of wall papering and flat painting in 
coral and blue complete a bright and cheerful salon. 
Shadow box displays at eye level circle the department, 
and mirror-covered columns are focal points of the de- 
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Modern Department on Main Floor 


Left—The children’s shoe depart- 
ment at R. J. Goerke Co. is cosy and 
comfortable. Blue upholstery, natural 
wood chairs, and broadloom carpet- 
ing provide a pleasant atmosphere. 


Right—The women’s department is 

spacious and attractive. The mirrored 

column left center provides a focal 

point as well as opportunity for cus- 

tomers to see how the shoes blend 
with their costumes. 
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GUY E. MANLEY 
Chairman of the Board, National Boot and Shoe 
Manufacturers’ Association 


“ORCHIDS to Rochester, N. Y.,” wrote a friend afte: 
Guy E. Manley had been elected Chairman of the Board 
of Directors of the National Boot and Shoe Manufac- 
turers’ Association at its recent Chicago meeting. But 
the man who was placed in this key position of respon- 
sibility was more surprised by the honor than was his 
home city, which never underestimates his talents, but 
knows his modesty. 

Life has been like that for Manley. Some of the rich- 
est friendships he has made in the world of business 
have been among his fellow shoe manufacturers, among 
his competitors in many instances, although he never 
expected to be called upon to preside over the board of 
their national body. 

For that matter, when as a boy he became a sort of 
a protege of LeRoy R. Gleason, a tanner of sole leather 
at Canton, Pa., there was no way of foreseeing that he 
would later become an executive in another branch of 
the same industry, and yet it was a logical development 
in his career, as is also this call to become the executive 
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head of the powerful and influential national Boot and 
Shoe Manufacturers’ Association at one of the most 
critical periods in the history of the American shoe 
industry. It was something more than a coincidence 
that he is the second E. P. Reed & Company executive 
to fill an important association post. Edgar P. Reed, 
founder of the company, was also one of the founders 
of the National Association and was chosen its vice-presi- 
dent. For years the executive officers of the association 
were maintained in Rochester, and another Rochester 
man, Sol Wile, served as its secretary. 

As executive vice-president of E. P. Reed & Co., 
oldest makers of footwear for women in Rochester, Mr. 
Manley has been doing the work he likes best while 
taking a colorful and intensely interested part in human 
affairs, always trying to be useful, having a lot of fun 
along the way. 

Guy Manley was born in Canton July 5, 1888, the 
son of Percy S. Manley, who worked in the tannery 
there, and as a boy he played hide and seek about its 
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FOR A BIG 


JOB... 


Guy E. Manley, Called to the Chairmanship of National 
Boot and Shoe Manufacturers’ Association in a Crucial 
Hour, Has Interests as Broad as Life Itself. But His Busi- 
ness Career, Beginning in Boyhood in a Pennsylvania 
Tannery, Is a Story of Steady Progress, Step by Step, 
from One Responsibility to Another, with the Shoe 
Business as the Main Objective of a Vigorous Life. 


huge vats. But time for play was limited then; he began 
supporting himself at 12 and has continued to do so 
since. 

While attending Canton High School, from which he 
was graduated, he worked during spare hours at the 
clothing and shoe store of J. P. Goldstein, after which 
he went on the road as a traveling salesman for a 
grocery house—a job to his liking and in which he made 
a record. 


But his purpose was to remain only until he had 
earned enough money to pay for a course at the 
Rochester Business Institute and when that was accom- 
plished he packed up and went to Rochester. While 
studying there he worked for the McFarlin Clothing 
Company at intervals. 


AFTER graduating he secured a position in the German- 
American Bank; taught commercial subjects in night 
schools, and in 1906 accepted the offer of a job at the 
Reed plant, in the financial office. Two years later— 
the earliest date earnings were sufficient—he was 
married. 


Determined to have the equivalent of a full college 
course, he took correspondence instruction in many sub- 
jects, continuing to study nights until they were 
finished. 


But humanity itself is the laboratory in which young 
Manley found he was most interested. He likes people 
-especially young people. The study of human rela- 
tions, labor relations, engaged his sympathetic interest 
and occupied much of his time. 


He became confidential secretary to the late Edgar 
P. Reed, founder of the firm, and through successive 
years became secretary, director, and executive vice- 
president. He has kept in close contact with all of the 
sales outlets of the company. 


A gentleman who inspires loyalty in others because 
he IS loyal, Manley has a host of devoted friends who 
like him for qualities of mind and heart. 


Manley takes a vital part in the life of his com- 
munity. A former president of the Rochester Rotary 
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Club, he is keenly interested in the international ideals 
of the organization. He is a member of the Board of 
Managers of the Y.M.C.A., a member of the Rochester 
Chamber of Commerce, the Oak Hill Country Club 


and other organizations. 


A believer in the strenuous life, he plays as hard as 
he works, taking much exercise on the handball court 
in the gymnasium of the “Y,” deriving keen enjoyment 
from his annual vacations at a hunting camp which he 
and some friends own on the Racquette River in the 
Adriondacks. 


When Manley first came to Rochester he drove out 
East Avenue and saw a house on a hillside which he 
admired most of all—a place of 12 acres which is now 
the family home. Mr. and Mrs. Manley—the latter was 
Miss Georgia Fellows of Canton—have a daughter and 
two sons. One of them, Guy Manley, Jr., is associated 
with the Reed plant; a designer who has done dis- 
tinguished work. He is now in the Air Corps. 


These spacious acres gives Manley an opportunity to 
indulge his love of horses. He has two horses and is an 
enthusiastic rider, but also uses them to mow the grass 
and cares for them himself. 


He has organized a young people’s club and there are 
merry times when 40 or 50 of them assemble at the 
Monley home. “You get new viewpoints from young 
people,” he says, “Always look ahead; the future is more 
interesting than the past,” and there is no reminiscipg. 


What do the young people think of Guy Manley? 
“A grand guy, and that’s no pun on his first name, 


either,” said one of them. 


HIS association life prior to becoming Chairman of 
the Board was long and thorough—he has been a direc- 
tor, off and on, for over ten years (you see directors 
cannot be re-elected after serving a term) and has been 
Vice-Chairman of the Board of the National Boot and 


Shoe Manufacturers’ Association. 


Those who know Guy Manley best predict a period 
of progress and accomplishment for the National 
Association under his administration. 














Above: Typical of the classic use of calfskin 

is the tailored oxford at the right from Brauer 

Bros. The newer use of calfskin in dressy 

shoes is illustrated by the black polished calf- 

skin pump in the center from I. Miller and 

the very open sling pump at the left from 
Mackey Starr. 


Juggling with Leathers 


Below: Patent leather for a smart spectator 
pump, from M. Wolf, is a new way of using 
this ordinarily dressy leather. The unlined 
Norwegian moccasin from A. Sandler has a 
totallly new look in patent leather. This patent 
leather pump from Andrew Geller is the 
pretty, dressy type as popular this Spring sea- 
son as every other year. 








New Patterns and Dyes and Brilliant Colors 
and Combinations May Be Out for the Dura- 
tion, but There Are Other Ways of Getting 


New Effects in Shoes. Juggling the Leathers 
Is One Way. A “Dressy” Leather Is Used to 


Make a Casual Shoe. 


WHEN the footwear conservation order took away 
bright colors and combinations of two or more colors 
in shoes, it gave a new importance to leathers and 
leather surfaces. We all know how new ways of tanning 
kidskin . . . the fine, delicate leather used chiefly for 
dressy and comfort types . . . have made it a sturdy 
leather suitable for use in tailored and casual shoes. 
Conversely, with calfskin, the lighter weight skins have 
been made so fine and supple that they can be used in 
dressy shoes. Improved methods of tanning have made 
patent leather pliable enough for draping and elasticiz- 
ing. Now the newest step in the use of “dressy” patent 
leather is to put it into spectator types and unlined 
casual shoes. 

All this makes interesting news for you and your cus- 
tomers. What’s more it is part of the program of mak- 
ing the best of available materials and spreading out 
different types of materials to serve as many different 
purposes as possible. 

Another result of M-217 is the new importance it 
gives to the color Turftan. It is the one bright color 
left to us. In suede leathers it looks even gayer and 
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Above: Glazed kidskin is a perennial favorite 
for such dressy shoes as this ankle strap from 
Jerro Bros. Crushed kidskin gives the neces- 
sary firmness of texture for tailored shoes like 
this smart pump from Johnson, Stephens & 
Shinkle or this well-styled casual oxford from 
Natural Bridge’s new “Play-Boy” line. 


A "Tailored" Leather 
Goes into a Dressy Shoe. A Classic Tailored 
Smooth Leather Color, Turftan, Has a New 
Look in Suede for Dressy to Casual Types. 


prettier and newer than in smooth or crushed 
surfaces. As a result, it is being put into dressy 
and casual types. The suede surface is often 
trimmed with the smooth, but the use of suede 
in Spring is the thing to note. This use of 
Turftan suede in all types of shoes is bringing 
back into the Spring picture. 


suede leathers 





The new use of Turftan 
in suede for dressy and 
casual shoes is illustrated 
in the low heel casual 
stepin from Middletown 
and the dressy clog san- 
dal from Saval. In both 
models smooth calfskin 
in matching Turftan is 
used to give interesting 
surface contrast to the 
suede shoe. 








ms 














The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Sudden Switches 


SEND some of those free spenders out of Washington 
and let them see what has already been done to cripple 
tax-paying Americans by the millions. One visible ex- 
ample—the death and destruction of retail stores all 
over the United States. Most of these stores pay rent to 
someone who owns the land, who in turn pays taxes. 

All you have to do is to go to any town and see the 
vacant store fronts and know that the largest single 
industry of all—retailing—is being seriously handi- 
capped by shortages over which it has no control. 

Those little businesses that dot the country play a 
part in the war effort even though what they make or 
sell may be used by civilians. We, in the shoe business, 
play a part not only in the creation of actual footwear 
and supplies needed by the soldiers and sailors but we 
also play a part in keeping payrolls constant as well as 
serving civilians with a useful product; and in the end 
are a source of revenue to the government through 
taxes. 

Look out for the shifts—changes without notice are 
the Order of the Day from Washington. Now that we 
are in active warfare, we are beginning to find out what 
we actually use to fight the foe. In many cases the 
things that we thought we needed are not needed at all. 
So we move from the mail-order-school of thinking— 
where we piled up inventory and every possible item of 
war use and kept piling it up because the theary was 
“Better to have enough when you need it than to have 
too little, too late.” 

Realignment of the United Nations’ supply systems 
this week has led to cancelation by the War Production 
Board of more than $300,000,000 worth of war plant 
construction in order to turn large quantities of strate- 
gic and critical materials directly into offensive weapons. 

We have given you all this preliminary to indicate 
that war orders, war camp construction and American 
training field supplies may be cut out of contracts and 
may necessitate changes in manpower use. So a war 
contract or a war factory isn’t a guaranteed payroll 
producer in any community. The minute there isn’t any 
need for a war article, or there is a change in specifica- 
tions for improvement of that tool of war, then some- 
thing happens to payrolls in that community. 


What we are leading up to is to prepare you for sud- 
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den switches that may have a bearing on your shoe 
store and your business. It has already had an effect 
on Washington thinking. We have a feeling, after our 
trip to Washington this week, that the influence of one 
man is growing stronger and stronger. He being none 
other than Henry Morgenthau, Jr. As Secretary of the 
Treasury he has to see to it that we have money and 
means to make munitions and maintain military force 
the world over. He knows that tax money comes out 
of healthy business, not out of the anemic, starved 
businesses that have been doomed to death because 
materials and supplies needed were diverted to war use. 
He knows that the time may be very near to when some 
war supplies will be at the point of over-production. 
(You know there can be such a thing as making too 
many nuts and bolts, ballbearings or tanks or some- 
thing else—in case the machinery of war should shift 
to air and infantry.) It is conceivable to believe that 
even in a world of manpower shortage there could be 
unemployment here, there or elsewhere, when all the 
barracks are built that we may possibly need and all of 
the sundry supplies are sufficient to our American ter- 
ritorial ‘needs. There could be such a thing as world- 
wide economic warfare of a sort that necessitated great 
shipments out of the United States of food and supplies 
to such an extent as to make barren the domestic service 
system of provisions, foodstuffs, meat markets and 
grocers—all operating at such a minimum that there is 
little employment and no profit. 

Before we go down the line of further restrictions 
through rigid ration and supply controls, let us explore 
the field of thinking that says the shoe trade may be 
one of those industries worth keeping healthy, as an 
ace in the hole, in case of any great national economic 
changes. Maybe here and there, throughout America. 
there should be some industries, outside of war plants. 
that pay their bills out of private enterprise and public 
service and pay taxes, too. 

This war has got to be paid-fer-some way or another 
and it is much better to pay for it as we go—out of 
taxations that can be collected out of healthy organiza- 
tions that take in enough money to justify taxes. 

We hope a number of steady minds in Washineton 
are beginning to give some thought to the need of a 


healthy. vigorous, living HOME FRONT. 
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HERE’S HOW 


A FORTUNE DEALER 
BUILDS VOLUME SALES 





@ In the first place every Fortune dealer knows that 
Fortune is the leading line of America in the $5 to $5.50 price 
field—voted first in style and value by retailers from coast to 
coast. The product is right in every respect! But in addition 
to having a good product to sell, there’s a strong national ad- 
vertising campaign to support the Fortune line each season. The 
Fortune brand name is nationally known and respected—the 
symbol to hundreds of thousands of men for authentic styling and 


exceptional value. 


So, to obtain maximum benefits from Fortune’s brand name and 
to build volume sales, a Fortune dealer uses the specially de- 
signed “Fortune Foursome” Promotion—a complete local adver- 


tising plan which contains window displays, direct mail and 


Fotlune backs 


newspaper ads. Fortune makes this special plan available to all 
Fortune retailers for a price much below the actual cost. It con- 
tains all the material necessary for an entire season’s promotional 
campaign, tying in with Fortune’s national advertising. It is the 
least expensive, most effective way to build volume sales! For- 
tune representatives are now showing this new plan for the Spring 
season. Don’t miss it! 
FREE to retail clerks: Fortune’s new, handy, pocket- 


size booklet, All About Conservation Order M-817. 
Write for your copy of this valuable booklet today! 


RICHLAND SHOE COMPANY 


A DIVISION OF GENERAL SHOE CORPORATION 


NASHVILLE, TENNESSEE 























MAKE YOUR RESERVATION NOW For 
ADVERTISING SPACE IN 


BooT AND SHOE RECORDER'S 


ANNUAL 


“IN DEFENSE OF YOUR INDUSTRY” 


TO BE PUBLISHED DEC. 26th, 1942 





Gu This Tasue... 


— WHAT PROMINENT MERCHANTS, BUYERS AND MANUFAC- 
TURERS SEE AHEAD FOR 1943. 


— THE MANPOWER SITUATION IN THE SHOE INDUSTRY. 
— THE PRODUCTION OUTLOOK FOR 1943. 


— FACTS, FIGURES, INFORMATION, CHARTS AND STATISTICAL 
MATERIAL OF VITAL INTEREST TO THE ENTIRE INDUSTRY. 





THE OUTSTANDING MEDIUM IN WHICH TO STATE YOUR 
END-OF-THE-YEAR MESSAGE TO THE SHOEMEN OF AMERICA. 


* DEALER ADVERTISING IS YOUR BEST TRADE MARK INSURANCE TODAY * 


BOOT AND SHOE RECORDER 


“The Great National Shoe Weekly” 


100 EAST 42nd STREET NEW YORK, N. Y. 
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Economy for Victory Plan 
Implemented by OPA 


Curtailment of Retail Services Authorized without Reductions 


in Ceiling Prices and Standards of Practice and Management 


as Recommended under New Order 


IN the first major moves to implement the recently 
announced Retailers’ Economy for Victory Plan, the 
Office of Price Administration today issued a supple- 
mentary order definitely authorizing the curtailing of 
many peacetime retail services without reductions in 
ceiling prices and, at the same time, made public state- 
ments of “Recommended Standards of Retail Practice” 
and “Recommended Wartime Management Policies” to 
aid retail operations under the order. 

The Retailers’ Economy for Victory Plan is designed 
to conserve necessary materials and facilities for the 
war effort, to free manpower for direct war production, 
and to allow retailers to operate under what Price Ad- 
ministrator Leon Henderson has said will be “tough” 
conditions in 1943. Consumer cooperation is being 
sought nationally and today’s supplementary order car- 
ries clauses specifically protecting consumer interests. 

Simultaneously with the issuance of the order and 
the two statements, it was revealed that the field staffs 
of OPA and the Department of Commerce already were 
under instructions to carry the plan to retailers through- 
out the country in a series of meetings which are ex- 
pected to start yielding first results immediately after 
the conclusion of the holiday season. 

The field schedule calls for use of existing Commerce 
and state and local distributive education personnel to 
set up Community Wartime Business Clinics, with OPA 
representatives present to explain the order and the 
program built around it. Commerce, joint sponsor of 
the Retailers’ Economy for Victory Plan, has done much 
of the research work which resulted in the order and 
the program, and its part in drawing these up is acknowl- 
edged specifically in OPA’s introduction to its “Recom- 
mended Wartime Management Policies.” 

The demand of Economic Stabilization Director 
James F. Byrnes for a streamlining of business and 
increased standardization is cited by OPA in a state- 
ment of considerations issued with today’s Supplemen- 
tary Order No. 29, which is effective November 24, 
1942. OPA makes it clear, too, in its introduction to 
the “Recommended Standards of Retail Practice,” that 
it regards many peacetime retail practices as costly, 
“excess baggage in wartime.” 
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The new supplementary order, which cuts across all 
regulations at the retail level, except to the extent that 
such regulations may specifically provide to the con- 
trary, allows curtailing or discontinuing of: 

Those deliveries which must be eliminated, changed 
or curtailed so that the retailer can comply with any 
order of the Office of Defense Transportation; and de- 
liveries of reasonably carryable packages, except such 
emergency purchases as prescriptions and sickroom 
supplies. (The order further allows reasonable curtail- 
ment as to frequency of deliveries of packages which 
the customer cannot reasonably carry. OPA will, by 
specific interpretations, clarify whether the standards 
adopted are reasonable, in cases of doubt.) 

Sales on approval. 

Acceptance of articles returned by customers. (But 
this does not extend to articles not delivered as repre- 
sented or ordered.) 

Gift wrapping; gift packaging. 

Lay-away and will-call privileges. 

Free telephone calls. 

Services performed without relation to a specific sale. 
Examples of these are instruction classes, style shows, 
store decorations, free concerts, free refreshments and 
air-conditioning. 

Protecting the consumer, the order states just as 
specifically that the retailer can not (without a compen- 
sating reduction in ceiling price) eliminate alteration or 
remodelling services, nor repair, maintenance or instal- 
lation services customarily sold with an article by way 
of guarantee. Similarly, it provides that if delivery of 
non-carryable packages is eliminated, the ceiling price 
must be reduced by the amount of net cost to the con- 
sumer of having delivery made by the most usual and 
reasonable method of transportation. A retailer who 
charged extra for delivery may drop delivery, if he 
drops the charge. 


Standards of Retail Practice 
‘The “Recommended Standards of Retail Service,” to 
which the order refers directly, point out specific 
[TURN TO PAGE 30, PLEASE] 
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THE acute state of the manpower problem, plus the 
fact that the effects of many unpleasant wartime restric- 
tions are now beginning to be felt are believed largely 
responsible for the present wave of criticism that is 
being directed against governmental inefficiency, the 
expansion of bureaucratic administration in Washing- 
ton and the conduct of the war. This criticism was 
inevitable; it is surprising perhaps that it has not made 
itself manifest before now. The effect will probably be 
wholesome, for with a national election looming less 
than two years ahead, it will tend to put even the 
bureaucrats, who are less sensitive to public opinion 
than elected officials, on good behaviour. To the extent 
that this occurs it will serve as an example of the salu- 
tary and effective operation of one of the most powerful 
controls in the possession of the people under the demo- 
cratic process. 
* * * 

POINTING out that the importance of controlling prices 
of importations has increased since they furnish as 
much as one-third of the supply for the armed forces, 
OPA has put ceilings on raw and tanned shearlings 
from South America, South Africa and Australia. This 
action was taken by Amendment No. 1 to OPA Maxi- 
mum Price Regulation 141, effective Nov. 25. Raw 
shearlings may be imported only under licenses issued 
by WPB. South American base prices (port of ship- 
ment) range from 17c. to 24c. a pound; African prices 
from 13c. to 1744c. and Australian prices from 634c. 
to 1434c. 

The base ceiling prices may be adjusted upward or 
downward by OPA by no more than 10 per cent of the 
base price in accordance with specified standards of 
adjustments listed in the amendment for variations in 
grade and quality standards. OPA adjustments will be 
made on the basis of information contained in applica- 
tions for WPB import licenses. These applications 
require information concerning the physical charac- 
teristics of proposed imports to determine the suitabil- 
ity of the product for defense orders. 

* * * 
WOODEN-SOLED shoes have already appeared in the 
United Kingdom, and now the British press forecasts 
that shoes of this type in gay colors may become the 
latest fashion in women’s wartime footwear, according 
to the Foreign Commerce Weekly. 

Retailers in a few areas now have these shoes in 
stock; they are expected to be forerunners of a com- 
plete line of wooden-soled footwear for men, women 
and children. At present there are three types—clogs 
proper, light industrial and munition clogs and general- 
purpose footwear. Production of wooden-soled shoes is 
under license. However, to stimulate output licenses will 
be granted and manufacturers permitted a 10 per cent 
increase. 
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§ PECIAL notice of the license penalties to which re- 
tailers and wholesalers violating OPA price regulations 
are subject has been written into the General Maximum 
Price Regulation. Supplementing the basic provision 
in the regulation, which automatically grants a license 
to retailers and wholesalers as a condition of selling, the 
OPA added a paragraph making clear that it is illegal 
for a person to continue selling a commodity or service 
for which the license to sell has been suspended for a 
price violation. The addition, contained in Amendment 
No. 37 to the GMPR, brings the licensing provisions 
of this regulation into conformity with OPA’s standard 
licensing regulations and orders. 


oe 7 * 


MERELY changing the brand of a commodity does not 
change the commodity and consequently does not 
change the ceiling price for the commodity, OPA 
pointed out Nov. 23. This statement was issued after 
numerous reports had reached OPA that retailers are 
selling under new brand names and at higher prices 
commodities which they formerly sold under estab- 
lished names. 

“Although OPA has ruled that different brands are 
generally different commodities, it has also ruled that 
rebranding does not create a different article,” OPA 
said. “Different brands which sold side by side before 
price control was imposed are different commodities, 
but merely relabeling an article does not change it to a 
different commodity.” 

OPA further pointed out that even when a brand is 
a genuinely new commodity for a given seller the new 
brand must still be priced in accordance with the ap- 
plicable regulation. If the brands are controlled by 
GMPR the seller’s maximum price will normally be 
the highest price he charged in March, 1942, for the 


most nearly similar brand. 


aa + 


PERMISSION to employ adjustable pricing has been 
extended by OPA to all business under the services 
regulation. Adjustable pricing is a method under which 
a seller and buyer agree that the price charged will be 
the ceiling price which is in effect at the time that the 
service or commodity is actually supplied or delivered. 
Where a seller contracts to furnish a continuing service 
to a buyer, the seller and buyer may agree that the 
price charged for such service during the life of the 
contract may be raised or lowered so as to be the same 
as the maximum price in effect at the time such service 
or any part thereof is actually supplied. 

Amendment No. 9 to Maximum Price Regulation 
No. 165, effective Nov. 28, extends permission for use 
of the method to all suppliers of services under this 
regulation. 
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KEEP Gzaehed CLEAN 





Clean brushes last longerand do 
better work. Hold 2 wet sponge 
to the face of the revolving 
brush until dry and hardened 
sediment or stain is softened 
and removed. Brushes washed 
while spinning on the shaft 
throw out the water and keep 
it from entering the construc- 
tion at the hub where it could 
cause warping or swelling: 
Power brushes should be clean- 
ed at least twice a day. 








USE B2a0hes CORRECTLY 


Weeks or even months of wear 
can be added or taken from the 
life of a power brush depending 
on the treatment it receives. The 
best and most economical gum- 
ming and staining is accom- 
plished with the tip end of the 
bristle or hair. “Burying” the 
shoe in the brush turns brush 
material at a sharp angle, weak- 
ens it and causes it to wear out 
faster. Too much pressure can 
also mat down the hair or bris- 
tles causing them to cut against 
each other. 

















USE ALL OF THE S7aeh 


Another way to get maximum 
service from a power brush is to 
move the shoe from side to side, 
utilizing the entire face. Avoid 
continual use of one spot as a 
hollow will be worn and the full 
efficiency of the brush destroy- 
ed. Reversing the brush at inter- 
vals also aids in obtaining longer 
more even wear. Use brushes 
correctly and before discarding 
one, make sure that it has given 
all possible production. 


WHY CONSERVE? 


Demands on the time, raw 


stocks and energy needed 
to replace wastefully used 
materials, detracts from the 
facilities needed to further 
the War Effort. 
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Brushes not in use should be kept in a dry 
box, closet or storeroom with plenty of 
moth repellent. Bristle and hair are both 
favorite foods of the moth. 


Sta eh Me , “Sherry? ¢ . i 


TAKE GOOD CARE OF WHAT YOU HAVE 
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Eeonomy for Victory Plan 


methods in which merchants may em- 
ploy the authorizations in the order. 
The recommendations follow in full: 

Free competition in peace time has 
resulted in many costly retail services 
which are offered to customers in con- 
nection with the sale of articles. These 
services are excess baggage in wartime, 
when the interest of orderly and eco- 
nomical retail selling makes desirable 
their curtailment or elimination. Sup- 
plementary Order No. 29, issued by 
OPA, allows retailers considerable scope 
in limiting or dropping customary re- 
tail services or practices. 


Retail Practice Standards 


In the interests of business economy 
and conservation of material and labor, 
it is recommended that the following 
Standards of Retail Practice be follow- 
ed by retailers. 

I. Sales on approval. Require that all 
goods leaving the store be paid for in 
cash or charge them to the customer’s 
account. Do not deliver apparel or 
house-furnishings to a customer in ex- 
cess of known or declared wants (for 
instance, four dresses or coats “on ap- 
proval” when only one is wanted). 

II. Returned goods and exchanges. 

A. Except for merchandise which has 
been damaged, is imperfect or has been 
delivered in error, do not accept for 
cash, credit or exchange any merchan- 
dise which has been— 

1. Made to order or specifically or- 
dered for the customer; 

2. Specifically ordered for a customer 
from a retail supplier; 

3. Altered to the customer’s order; 

4. Altered by the customer, or, at his 
order, by a person other than the re- 
tailer; 

5. Changed from the condition in 
which it was received by the retailer— 
such as cut from a bolt of cloth; 

6. Advertised, offered for sale or sold 
upon an “as is” or “all sales final” 
basis. 

7. Purchased by the customer for, 
some other retailer; or which 

8. Shows signs of wear, soiling or 
use, or otherwise is not in the same con- 
dition as when purchased. 

B. Accept gifts for exchange only 
when the request for return is received 
within 6 business days after the occa- 
sion for the gift. 

C. Accept no other merchandise for 
cash, credit or exchange unless the cus- 
tomer makes a request for the return 
within 6 business days after the cus- 
tomer has received his purchase, except 
where 

1. Supplies, fixtures, appliances, or 
materials have been over-ordered or 
ordered by a customer due to reason- 
able error in his estimates or measure- 
ments and are returned in sufficient 
quantity and fit condition for resale. 
Examples are wall paper, paint, build- 
ing materials, etc. 
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2. Articles are not as represented by 
the retailer or as ordered by the cus- 
tomer or are otherwise returnable un- 
der the laws of the controlling jurisdic- 
tion. 

3. Circumstances are beyond the con- 
trol of the customer—such as physical 
disability, unavoidable absence, failure 
of transportation or other causes result- 
ing from the war. 

III. Gift Wrapping. Cease supplying 
gift or fancy wrappings or boxes, ex- 
cept that wrappings already on hand 
for the 1942 Christmas season may be 
used up. After January 1, 1943, dis- 
continue all special or extra wrappings 
or boxes except where the cost is no 
higher than regular wrappings. 

IV. “Lay-aways” and “will calls.” Re- 
quire a minimum down payment of $1 
or 10 per cent (whichever is larger) 
of the purchase price on articles “laid 
away” for customers. Impose such other 
limitations as may be needed to prevent 
abuse of the “lay-away” privilege for 
consumer hoarding. 

V. Free telephone service. Cease the 
practice of absorbing charges on incom- 
ing telephone toll calls. 

VI. Special promotional expenditures. 
Reduce by at least 50 per cent of simi- 
lar expenditures during 1941, the cost 
of purely promotional devices, examples 
being holiday decorations, style shows, 
exhibitions, etc. 

This recommendation does not apply 
to advertising or to promotional or edu- 
cational programs directly connected 
with the war effort, such as sales of 
bonds, price control education, or edu- 
cation of consumers concerning neces- 
sity of wartime economies. 


Management Policies Recommended 


Stressing retail management’s re- 
sponsibilities for economical operation 
in a nation at war, the “Recommended 
Wartime Management Policies” offers a 
checklist on economies divided into 
these six main points: Review and re- 
duction of operating expenses, adapta- 
tion of the store’s pattern of operations 
to changed conditions; development of 
consolidated services on a community 
basis; seeking adjustments in operating 
conditions affecting costs; cooperating 
with the supplier so he may reduce ex- 
penses; analyzing operating procedures 
in the light of suggestions from trade 
associations, trade publications and De- 
partment of Commerce studies. 

The text of these recommendations 
follows: 


Wartime Management Policies 


Many types of operating economies 
can only be achieved by the retailer’s 
own efforts. Retail management every- 
where is making a special wartime drive 
to eliminate wastes. By increasing op- 
erating efficiency, the retailer not only 
helps himself to survive but he will re- 
lease manpower and material for more 


essential uses. To aid retailers, the Of- 
fice of Price Administrations and the 
Department of Commerce have embark- 
ed on a program of studying methods 
of reducing expenses. Informative bul- 
letins are planned which will set forth 
specific operating cost-reduction possi- 
bilities for different types of stores. A 
preliminary study indicates that a vari- 
ety of methods have been used by re- 
tailers in cutting expenses. Although 
operating practices vary greatly from 
store to store, many retailers will find 
this check list of possible management 
economies useful. 


Adaptation to New Conditions 


1. Adapt your pattern of operation 
to changed conditions. 

A. Use self-service if feasible. 

B. Standardize and urge manufac- 
turers to standardize sizes. Reduced in- 
ventory, fewer returns, and facilitated 
use of untrained employees result from 
this practice. 

C. Extend the use of informative la- 
beling which gives full information of 
quality, care, and use of goods. With 


_informative labels, self-service is more 


feasible, returns are fewer and invento- 
ries smaller. 

D. Simplify your line. Unnecessary 
sizes and varieties should be dropped. 
II. Develop consolidated services. 

A. Pool deliveries. Where no suitable 
consolidated system is available, take 
aggressive steps to organize a’ pool. 

B. Consolidate buying facilities and 
adopt greater use of group buying. 

III. Seek adjustments in operating 
conditions affecting costs. 

A. Promote staggered payrolls for 
local factories as a means of leveling 
out weekly sales. 

B. Adjust store hours to war labor 
conditions. 

IV. Cooperate with supplier so he 
may reduce expenses, 

A. Do not ask for unnecessary return 
privileges. 

B. Group your purchases so that you 
buy in quantities that are economical 
to deliver. 

C. Adjust your buying so that a mini- 
mum of transportation is required. 

D. Avoid spreading your purchases 
over an unnecessarily large number of 
suppliers. 

V. Review and reduce these operat- 
ing expenses. 

A. Store personnel. Minimize full- 
time replacement of war-lost employees 
by consolidating and rescheduling work 
wherever possible. Reduce the need for 
part time employees by adopting a 
promotional policy that will reduce 
weekend sales peaks. Encourage cost- 
saving suggestions from employees. 

B. Occupancy expense. Do not unnec- 
essary remodeling, repairing, or elabo- 
rate maintenance work. Avoid over- 
use of lighting and unnecessarily long 
store hours. 
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C. Wrapping expense. Train em- 
ployees in proper use of bags, boxes, 
paper, and string. Wrap goods only 
when necessary. 

D. Returned goods and delivery. 
Adopt an internal policy to facilitate 
the program of reducing returned goods 
and delivery expense. Use counter signs, 
advertising, and personnel training to 
reduce returns and delivered expense. 

E. Display. Use fewer and less elab- 
orate properties, reuse display mate- 
rials, and change window and interior 
displays less frequently. 

F. Salvage. Set up a definite plan 
for saving all materials that can be re- 
used or sold. Give special attention to 
the wrappings on incoming goods. 

G. Frequent buying trips. If pur- 
chasing is through market trips, reduce 
frequency to the minimum necessary to 
assure proper supply of merchandise. 

VI.. Analyze your operating pro- 


, cedures in light of suggestions your 


trade association, trade publication and 
Department of Commerce studies. 





Readjusting a Business 
To Meet War Changes 
[CONTINUED FROM PAGE 18] 


gains in volume have come from shoes 
of this character, hence a separate in- 
dividualized play shoe department was 
installed to serve the people who are 
looking for these shoes. Here was cre- 
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ated a gay bright department, in the 
rear of the store, so that nobody 
could come in the front door without 
taking in this section at first glance. 
Casual types have always had color as 
their extra pair impulse buying motive. 
Now they will be decidedly subdued, 
and this unusual canopied top section 
will add glamour and atmosphere to 
the presentation of those shoes. 

Men’s business in this particular 
area has been showing steady gains, 
due to the vast number of workers 
whose average weekly pay check is 
better than the $50 mark. Previously 
“the Boulevard” was mostly a women’s 
shopping street, so the change in pace 
and of possible customers has given the 
store a well rounded clientele. In some 
other sections where C. H. Baker stores 
have been established, the men’s busi- 
ness has shown a slight decline. 

With this in mind, a separate men’s 
department was established on the 
main floor, as it is a well known fact 
that men do not like to buy shoes in the 
same room with women. This depart- 
ment is upholstered in leather, with 
wide comfortable chairs men like, and 
has the effect of being a real man’s 
business department. 

In common with experience in nearly 
every store, sales of hosiery have 
shown a decline since the first of the 
year. However, this decline has been 
more than offset by the remarkable— 


. yes, even startling—gains made in 


handbags. Therefore it was only prac- 
tical business judgment that dictated 
giving over a major part of the front 
of this newly designed store to the dis- 
play and sale of handbags. Fixtures 
which in the past would have been de- 
signed for housing and selling hosiery 
were made especially for merchandis- 
ing handbags. 

In the C. H. Baker stores, the best 
selling price in 1941 was $1.98 for 
handbags. Today bags retailing at $5 
and $6 dominate the sales, with unit 
sales away ahead of anything antici- 
pated. So, in order to make hay while 
the sun shines, it is necessary to have 
the proper presentation for the mer- 
chandise which is showing the greatest 
gains, as illustrated by the extensive 
bag department. 

When present stocks of shoes are off 
the shelves and the prescribed M-217 
regulated styles will prevail, it will not 
be possible to glamourize the merchan- 
dise, but we all can glamourize our 
stores and extend better service. To- 
day customers are plentiful, but the 
C. H. Baker organization is planning 
against the possibility when even 
M-217 merchandise and war workers 
with their fat pay envelopes will not be 
so plentiful. Rigid high standards of 
customer service are insisted upon, 
even with the shortage of topnotch 
shoe fitters. 

In the several weeks the store has 
been open, the cash register reports 
indicate that the reasons for doing the 
remodeling job at this time and in the 
way it was done were sound reasons. 
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With the growing demand 
for Health Spot Shoes 
among defense workers, it 
is a comfort and satisfac- 
tion to know that men and 
women on the production 
front depend on Health 
Spot Shoes to help them 
stay on the job. 


It has always been a source 
of gratification that Health 
Spot Shoes have helped so 
many to walk in comfort, 
but now we are proud that 
Health Spot Shoes, because 
of their scientific construc- 
tion, are benefiting those 
who are doing their part in 
the war program. 


These men and women who 
are making the tools and 
machines for our men on 
the fighting front need 
shoes that will hold them 
up during the long hours 
they must spend on their 
feet in the performance of 
their duties. 


Health Spot Shoe wearers 
that have gone to work in 
war industries continue to 
buy Health Spot Shoes be- 
cause they know they can 
depend on getting the com- 
fort and service they have 
learned to enjoy. 


Others are learning for the 
first time the value of a 
strongly built shoe such as 
the Health Spot Shoes 
which has patented fea- 
tures especially designed 
for proper foot support and 
ee wearing com- 
ort. 


Thus, the popularity of 
Health Spot Shoes is 
spreading and more and 
more men and women are 
finding the answer to their 
shoe-fitting and foot com- 
fort problems. 


MUSEBECK SHOE COMPANY 


Danville Illinois 
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Shoes that are bottomed with Kistler Sole Leather, carry an endorse- 
ment of their desirability. Where such a vital detail of shoemaking as 
sole leather has received considerate attention, and been okeyed be- 
cause of its recognized superiority, it is reasonable to conclude that 
other features have received similar thought, and that care has been 
taken to protect your own and the customer's interest. To sell shoes, 
men's shoes in particular, that are uniformly satisfactory, is to be pre- 
pared to win new customers and hold old ones. There is no sounder 
selling principle than, “Quality is remembered long after price is for- 


Kistler Sole Leather is used for bottoms of men's street, 
dress, sport, orthopedic and work shoes. 
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Modern Department 
On Main Floor 


[CONTINUED FROM PAGE 19] 


Everything about the shoe depart- 
ment is conducted on a long term basis. 
There are no big promotions. Clearance 
shoes are sold from a clearance table, 
with odds and ends disposed of in this 
method. The stock, therefore, is main- 
tained in a clean, workable condition. 

The display department, together 
with the merchandise manager and 
buyer, plans ahead for at least a month 
on window space. All merchandise, 
thus, has a fair chance to be presented, 
and all buyers at the end of the year 
have equal representation. 

Paul B. Scopp is buyer of the shoe 
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department at R. J. Goerke Co. He was 
formerly connected with Hahne & Co., 
Newark. During his four and one-half 
year connection with Hahne & Co., he 
successfully operated the street floor 
shoe department in that store. 

The shoe department at R. J. Goerke 
Co. is now more than doubling its sales, 
and an even more successful holiday 
and Spring season is anticipated. 





Shoe Firm Chartered 


TALLAHASSEE, FLA. — The following 
charter has been issued from the office 
of the Secretary of the State: Associ- 
ated Shoe Corp., Tampa, shoes; 50 
shores, $100 par value; J. A. Rodante, 
C. Rojahn, R. O. Russell, directors. 


Indiana Sales on Increase 


INDIANAPOLIS, IND.—Retail shoe mer- 
chants here have no complaint to make 
with the conservation order and its 
requirements, and have adjusted them- 
selves accordingly. Business during Oc- 
tober was exceptionally good. In fact, 
it was the best month so far this year, 
and sales continue to mount daily. Com- 
paring the same period with that of last 
year, volume has almost doubled. The 
increase in sales is due, it is believed, 
to the vast increase in population. 

Popular with women are black and 
brown doeskin and suedes fashioned 
in military styles for the street. De- 
signed for ease and comfort are black 
pumps and ties, with two-inch heels. 
Styles suitable for the defense worker 
are in excellent demand in low heels, 
heavy soles. Increasing in popularity 
with the military trend are alligator in 
brown and alligator print in black and 
brown. Retailers report sales of black 
smooth leather on the increase, for 
wear on all occasions. Army Russet 
and Turftan are showing some increase 
in demand, and all shoes have the mili- 
tary air so far as style is concerned. 

Men’s shoes follow the same trend in 
style as do the women’s. Generally 
speaking, ninety per cent of men’s 
shoes are being sold to workers in de- 
fense plants. They have every indica- 
tion of being designed for ease and 
comfort. Most are in tan and the som- 
ber shades of brown, plain toes in 
buckle style. 


Shoe Men Work 


For Uncle Sam 


ROCHESTER, N. Y.—Three men who 
have long been identified with the re- 
tail shoe business in Rochester have 
gone into other fields; two of them 
into the armed forces of the United 
States, the third in a war industry. 

They are Leo A. Schultheis, shoe 
buyer for McCurdy & Co., who has 
joined the Army and is now stationed 
at Atlanta, Ga.; his brother Clarence 
Schultheis, who has taken an executive 
position with Stromberg Carlson Tele- 
phone Manufacturing Company, and 
Robert Meyer, a partner in Gray’s 
Shoe Store, who has joined the Army. 

Leo A. Schultheis was formerly in 
the shoe department of the B. Forman 
Company, going from there to Mc- 
Curdy’s 14 years ago as a shoe sales- 
man. In 1933 he was made shoe buyer 
for the department store, continying in 


that position until he went into the 


Army. His position is unfilled. 

Clarence Schultheis was for a num- 
ber of years with Pidgeon’s shoe store, 
and he joined William Eastwood & Son. 
Inc., shoe store, some time ago. 

Robert Meyer established Gray’s 
Shoe Store several years ago, and dur- 
ing the past year, his brother, Fred L. 
Meyer, who had long conducted a shoe 
store on Front Street, closed the latter 
store and went into business with him 
at Gray’s. 
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Canada Adopts Shoe Conservation Order 


Restrictions Placed on Two-Tones, Contrasting Surfaces, 
Styles of Wood Heels, Use of Steel Shanks. Window 
Samples, Advertising Labels Eliminated 


MONTREAL, CAN.—Canada’s Wartime 
Prices and Trade Board has issued an 
order further restricting the styles, 
colors and finishes of leather footwear 
in an effort to conserve tools, leathers, 
vital war materials and man-hours. 

The order, announced by Louis 
Daoust, footwear administrator, pro- 
vides for close co-operation between the 
board, the manufacturer and the retail- 
er. Minor disputes are to be arbitrated 
by one or more committees known as 
committees of reference, and composed 
of one representative of the manufac- 
turers and one representative of the 
retailers or wholesalers. 

All decisions reached by this commit- 
tee are to be final and binding. The 
erder provides for the paring down of 
manufacturers’ overhead costs. Window 
samples may not be supplied to custom- 
ers; advertising labels are not to be at- 
tached to shoes; distinguishing name 
stamps may not be affixed except when 
they can be applied in one stamping 
operation, and all such marks must be 
made with the purchaser’s die, and 
must be paid for by the purchaser. 

The costly “brand” box can no longer 
be used. All shoe boxes must be of 
uniform sizes, except where the use of 
standard sizes would be increasing the 
manufacturer’s costs. All boxes may 
be covered only in white or natural 
kraft paper, and may carry no ex- 
pensive labels. For the duration, the 
size, description and other details must 
be affixed to the box in one operation. 

The order forbids speculative buying, 
such as shipping on approval and con- 
signment. All shoe orders must contain 
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a minimum of 15 pairs in two widths, 
or 30 pairs in up to five widths. 

Leather conservation is effected by 
the required use of 8%-gauge outsoles, 
by the restriction of vamp linings and 
facings on uppers of five ounces or 
more. 

The Boy Scout boot, with loops and 
lacings by the score, is a thing of the 
past, as is other footwear of similar 
style. Leather linings are restricted 
to heavy boots that require a leather 
quarter lining. 

Most heels will be of wood, and will 
not be leather covered. The color range 
in women’s shoes has been reduced. 
Kona Red is off the list, but Town 
Brown, Golden Tobacco, Turftan and 
Bluejacket remain. A two-tone effect 
is prohibited, both through the use of 
contrasting leather and by the addition 
of contrasting trim. White is no longer 
available in men’s shoes, and brown is 
“out” for the workingman’s boot. 

The novelty variations that consumed 
so many manhours have been sharply 
restricted. Platform soles now are his- 
tory, as are nailhead studdings, woven 
leather vamps, metal trims, stitchings, 
pleatings, and color contrasts. Heel 
types, too, have been reduced. Only 
one style of wood heel is allowed per 
last. 

Steel, gravely needed in war indus- 
try, is to be withdrawn from the shoe 
industry except for use as steel shanks 
in trade-marked arch support shoes rec- 
ognized and approved by the adminis- 
trator. : 

Every manufacturer must, within 15 

[TURN TO PAGE 42, PLEASE] 
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Resumes Leadership 
Of Leather Company 


GRAND HAVEN, MiIcH.—The Hatton 
Leather Co. of this city recently ac- 
quired control of the Eagle-Ottawa 





JULIAN B. HATTON 


Leather Company with plants in Grand 
Haven and Whitehall, Mich. Announce- 
ment of the transaction was made fol- 
lowing a meeting in Chicago at which 
Julian B. Hatton was elected president 
and general manager. The balance of 
the officers will be elected in the near 
future. 

Mr. Hatton, together with Major E. 
K. Ellis, formed the Hatton Leather 
Company in 1940. Mr. Hatton assumed 
the presidency of the Eagle-Ottawa 
Leather Company after his father, 
William Hatton, relinquished this of- 
fice in 1936 and held office until his 
resignation in 1939, following which 

[TURN TO PAGE 42, PLEASE] 
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Boston Shoe Showing Saves Gas, Tires 





“Travel Saving Convention” at Parker House Well Attended; 
Advanced Delivery Dates Accepted by Buyers 


Boston, Mass.—Salesmen represent- 
ing approximately 70 shoe manufac- 
turers, only five of whom are in the 
men’s field, participated in a “Travel 
Saving Shoe Convention,” held the first 
four days of this week at the Parker 
House. It was the first concerted at- 
tempt, in New England at least, to 
bring the buyers to market and thus 
save gasoline and tires which would 
otherwise have been consumed by the 
travelers in reaching their accounts 
and prospects. Some such method of 
selling is bound to come, it was argued 
by the backers of the show, because in 
New England, while it is relatively 
easy for retailers to reach Boston by 
train it is almost impossible for sales- 
men to get ‘cross country after they 
have gone more than a few miles either 
north or south of this city. 

Buyer attendance was fair the first 
day of the showing, but more significant 
than the number who showed up was 
the fact that many of them had come 
long distances—from as far away as 
northern Vermont and northeastern 
Maine. Buying was not heavy, nor had 
it been expected that it would be early 
in the week, as Spring orders already 
have been booked in good volume, fac- 
tories are sold up and some lines, in 
consequence, have been withdrawn. 

Salesmen commented that they had 
never before seen so many docile buy- 
ers among those who need shoes. They 
were ready to accept any discount or 
delivery terms and many ever offered 
to wait until late March for their white 
shoes, whereas in former years they 
would have put up a tremendous argu- 
ment to force delivery at a much earlier 
date. They realize that the manufac- 
turer cannot predict with any certainty 
what supplies will be available when 
the shoes start through the factory and 
are cooperating, as one salesman put it, 
in “grand style”. 

A quick check of the women’s lines— 
men’s manufacturers were not even 
trying to sell their merchandise—shows 
that next to white, brown was the most 
popular color, followed by blue and 
black in that order. All types of casu- 
als were popular, all the way from the 
solidly built Norwegian moccasin types 
now worn by women defense workers to 
sandals with open toes and heels, some 
of the latter having been seen in high 
colors of leather owned by the manu- 
facturer prior to M-217 and thus within 
the law. Rubber-soled sports numbers 
were also popular but salesmen accept- 
ed orders for these with the under- 
standing that it might be impossible to 
obtain the necessary soling material 
and the order might have to be can- 
celled later. Low heels outnumbered 
high heels by about ten to one. 

One deterrent to buying on the part 
of those who have not already contract- 
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FOR BETTER SHOE SELLING 


These are times in which the personnel 
turnover in shoe stores is unusually high, 
due to wartime conditions. 

Proper education of the new sales- 
people, so that they may serve the public 
intelligently and efficiently, is a problem 
which is receiving the thoughtful atten- 
tion of the best minds in the trade. 

BOOT AND SHOE RECORDER is en- 
deavoring to make its contribution by 
publishing articles of educational value 
about shoe fitting, shoe selling, shoe 
styles, leather and the other shoe materi- 
als that play a part in good shoemaking. 

So we suggest that shoe merchants, 
managers and buyers who comprise the 
great majority of BOOT AND SHOE 
RECORDER subscribers pass their copies 
along to these new salespeople, with the 
recommendation that they read each is- 
sue carefully. Better still, check the ar- 
ticles and features that you believe will 
be of special interest and value to the 
salespeople in your store, then make 
these articles subjects for discussion at 
your sales meetings. 





ed for their Spring merchandise was 
the fear of inventory control, but this 
applied mainly only to the larger stores 
which are carrying over at least a por- 
tion of their last Spring and Summer 
shoes and which are reported to have 
enough for early Spring selling at least. 

The list of exhibitors was as follows: 

Air Tred Shoe Corporation, American 
Girl Shoe Co., Bates Shoe Co., Best 
Shoe Co., Blue Ribbon Shoemakers, Bon 
Tell Footwear, Inc., Boyd Welsh, Inc., 
Brauer Bros. Shoe Co., Butler Bros., 
Carmo Shoe Mfg. Co., B. E. Cole Co., 
Conrad Shoe Co., W. B. Coon Co., Crad- 
dock Terry Shoe Corporation, Curtis 
Shoe Co., Devine & Yungel Shoe Mfg. 
Co., Dixon-Bartlett Co., Dorothy Dodd 
Shoe Co., Irving Drew Shoe Corpora- 
tion, Dunn and McCarthy, Inc., Charles 
A. Eaton Co., Florsheim Shoe Co., For- 
est Park Shoe Co., Gilbert Shoe Co., 
Gloria Shoe Co., Gregory & Read Co., 
Huiskamp Bros., Ideal Shoe Mfg. Co., 
Interstate Shoe Co., James Shoe Co., 
Jarman Shoe Co., Johansen Bros. Shoe 
Co., Johnson, Stephens & Shinkle, Key- 
stone Slipper Co., Kleinert Rubber Co., 
La Marquise Footwear, Inc., Metro- 
craft Shoe Co., Middletown Footwear, 
Inc., Miller Shoe Co., P. W. Minor & 
Son Co., Moulton Bartley, Inc., Natural 
Bridge Shoemakers, Nature Footwear 
Corporation, Owego Shoe Co., M. A. 
Packard Co., Physical Culture Shoe Co., 
Pied Piper Shoe Co., Queen Quality 
Shoe Co., Reuben Gordon Shoe Co., Rice 
O’Neill Shoe Co., Rosenthal and Dou- 
cette, M. J. Saks Shoe Corporation, A. 
Sandler Co., Sarra-Sandler Shoemakers, 
Selby Shoe Co., Simplex Shoe Mfg. Co., 
C. B. Slater Co., G. Edwin Smith Co., 


Spalsbury, Steis, Deevers; Swan Shoe 
Co., Tupper, Inc., Tweedie Footwear 
Corporation, Virginia Shoe Co., Vitality 
Shoe Co., Willits Shoe Co., Wolff-Tober 
Shoe Co., E. T. Wright & Co., Inc., and 
J. S. Zulick Co. 


Army Orders WAAC Footwear 


Boston, Mass.— Footwear for the 
WAAC’s, including 45,000 pairs of 
overshoes of the galosh type, 1008 pairs 
of service shoes, and 150 pairs of high- 
top field shoes with black rubber soles, 
have been ordered by the Army, it was 
announced recently at the local Quar- 
termaster Depot. The Hood Rubber 
Company is to make 20,000 pairs of the 
overshoes; United States Rubber Com- 
pany, 15,000; and the Goodyear Rubber 
Company, 10,000. Service shoes and 
field shoes are being made by the Green 
Shoe Manufacturing Co. 

Other contracts awarded include one 
for 2,250,000 pairs of black carbon rub- 
ber taps for service shoes, shared in by 
20 manufacturers; and another for 
412,018 pounds of soles leather to be 
furnished by eight tanners. 


Adjustment Period on 
Rubber Footwear Ended 


WASHINGTON, D. C.— The 60-day 
stock-adjustment period, during which 
shipments of rationed rubber footwear 
have been permitted within the trade 
without transfer of rationing certifi- 
cates from buyer to seller, ended No- 
vember 28. Although transfers of the 
rationed items are to be made hereafter 
only when the buyer presents the neces- 
sary rationing certificate, wholesale dis- 
tributors had until the December 5 to 
arrange for increased stocks if their in- 
ventories were short. This provision 
was not open to retailers. 

Under Amendment 5 to Ration Order 
No. 6, establishments registered as dis- 
tributors (wholesalers and jobbers) can 
apply to their local war price and ra- 
tioning boards and fill out copies of 
OPA Form R-604, stating the number 
of each type of rationed rubber foot- 
wear they have shipped to retailers, or 
to other wholesale distributors, in the 
period October 5 to November 28. They 
must also state the number of each type 
they wish to buy. 

The local board examines this ap- 
plication and, if it is satisfied as to the 
facts, issues the replenishment portions 
of rationing certificates, which author- 
ize the purchase of men’s rubber boots 
and rubber work shoes. 


Open New Unit 


PROVIDENCE, R. I.—Kay’s - Newport 
has opened another unit in its chain 
of Rhode Island retail shoe stores. Lo- 
cated in the Arcade, it has 24 chairs of 
blue and chrome, with wall paper of 
two-toned brown. Lester Fierstein is 
manager of the unit. 
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J. W. LANDENBERGER & CO. castor ave. at Kensington, Philadelphia, Pa. 
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Marple Heads Iowa Travelers 


Des Mornes, Iowa— Dealers from 
Iowa and surrounding states took ad- 
vantage of their last opportunity to 
drive to a shoe showing on pre-rationed 
gasoline. They poured into Des Moines 
recently .to make the Iowa National 
Shoe Travelers’ Association show an 
unprecedented success. Buying was re- 
ported as better than it has been for 
years, with most people wanting to 
buy more than the quota allowed them. 

With gasoline rationing starting in 
Iowa on Dec. 1, the problems of whether 
salesmen should travel in groups, have 
group showings more frequently or 
travel by train were discussed. It was 
disclosed that most salesmen had com- 
pleted their routes for the territory 
hard to reach by train. 

The three-day session included a stag 
dinner for the travelers on Saturday 
night, a Victory Buffet luncheon for 
the dealers and their wives on Sunday 
and a luncheon meeting of the retail- 
ers on Monday. 

It was decided to hold the next con- 
vention on May 16, 17 and 18, at Hotel 
Fort Des Moines. Harold Marple of 
Des Moines was re-elected president of 
the group. Harry E. Barton, Cedar 
Rapids, vice-president; A. C. Robert- 
son, Des Moines, secretary and H. N. 
Gyldenvand of Des Moines, treasurer. 

C. F. Payton, former secretary of the 
Iowa N.S.T.A. surprised the group here 
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by flying in from Mobile, Ala., where 
he is stationed in the Air Service Com- 
mand. 





FRIEND MERCHANT 


“For ten years the Recorder has been 
my greatest teacher," writes a salesman 
in a Vermont shoe store. 

See to it that your salespeople read 
this and every issue of the Recorder. 

For they will then be able to do a 
better selling job for your customers, for 
yourself and for themselves. 





Increase Purchases of 
War Bonds 


Lititz, Pa.— Richard Gould, presi- 
dent of the A. J. Beford Shoe, Inc., 
called a special meeting of employees 
recently to formulate a plan towards 
increasing their individual purchases 
of War Savings Bonds. The workers 
were asked to forsake their traditional 
Thanksgiving arrangements and those 
desiring to work on that day to con- 
tribute their day’s earnings toward the 
purchase of War Savings Bonds. Mr. 
Gould in turn would contribute an addi- 
tional 20 per cent of their day’s earn- 
ings towards the purchase of bonds. 

More than 150 workers present at 
the meeting accepted this proposal. Mr. 
Gould thanked his workers for their 
personal sacrifices and their wonderful 
spirit of patriotism. 


Resigns WPB Post 


WASHINGTON — The resignation of 
Henry Rose from his post as Director 
of the Textile, Clothing and Leather 
Division of WPB was announced re- 
cently by J. R. Kimberly, Deputy Direc- 
tor General for Industry Divisions. Mr. 
Rose’s resignation takes effect Decem- 
ber 15. 

Mr. Rose will return to his duties as 
president of Henry Rose Stores, Inc., 
in New York, from which he has been 
on leave of absence for the past six 
months. He came to WPB originally 
as Chief of the Textile, Clothing and 
Leather Branch and has been Chief of 
the Branch and later Director of the 
Division during a period of expansion 
and realigment in line with the general 
War Production Board reorganization. 
He will continue his services with the 
Textile, Clothing and Leather Division 
in a consulting capacity. 

Succeeding Mr. Rose as Director of 
the Division is Frank L. Walton, pres- 
ent Deputy Director. Mr. Walton has 
been associated with the War Produc- 
tion Board and its predecessor, the Of- 
fice of Production Management, since 
March 1, 1941, and previously served 
as Chief of the Textile and Fiber Sec- 
tion. He came to the Office of Produc- 
tion Management from the New York 
firm of Catlin Farish Company, tex- 
tile miils selling agents, of which he 
was vice-president. 
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Bowling Shoes 


i ed 


$ asco 
BOWLING SHOES 
u and OXFORDS 
p 20 STYLES IN STOCK 
IMMEDIATE DELIVERY 
All Combination Soles 
Buck Leather Outsole 
on Left Shoe 
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ARNOFF SHOE CO.,INC., 101 Duane St#.,N.Y.C 
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MOC-ABOUTS 

Reg. U. 8S. Pat. Of. | 
In Stock for Men & 
Leck 









ed Flexible 
Proces: 
NASHUA SLIPPER CO., Lowell, Sees. 
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introduce us 
to the wearers, 

We do a JOB as 
good-will bearers. 
EDGAR S. KIEFER TANNING COMPANY 


TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. ¢ BOSTON, 42 LINCOLN ST. 


PIGSKIN 


COUNTERS - WELTING 





INNERSOLES - 





A practically rubberless shoe heel, 
which nevertheless has resilient quali- 
ties, consists of a very thin slice of rub- 
ber between two layers of wood. The 
upper section is designed of oak wood 
and the bottom is of a sturdy, resin 
impregnated plywood, with another 
thin rubber slab rounding off the heel 
top. The upper half of the heel is con- 
vex in shape and the lower half con- 
eave. The construction is such that 
the angular force of impact on the rear 
portion of the heel or any side is sub- 
dued by a shoulder of rubber perpen- 
dicular to the force of the impact. The 
new heel is said to use only 10 to 15 
per cent as much rubber as would the 
ordinary rubber heel. 
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NOTES ON NEW PRODUCTS 


Note: Names and addresses of the dis- 

tributors of the products shown here 

may be obtained by writing BOOT AND 

SHOE RECORDER, 100 East 42nd Street, 
New York. 


A new “Victory Model” all-wood shoe 
rack for home closets is both light- 
weight and portable. It measures 27 
by 14 inches, and will hold six pairs 
of men’s shoes or eight pairs of wo- 





Plywood Shoe Rack 


men’s shoes. It is constructed entirely 
of wood, without nails, screws, or other 
metal parts. 

Designed for home closet use, this 
rack is light in weight, has a natural 
wood finish, and is easy to keep clean. 
The rack is packed knocked down and 
requires a minimum of storage space. 
Simple assembling instructions are fur- 
nished the consumer. 





A new powerful lighting unit has 
been designed to furnish high-intensity 
fluorescent lighting. Conforming with 
W.P.B.’s order L-78, this new develop- 
ment features the use of a non-metallic 
reflector. 

Construction features of this lighting 
unit include “bump-proof” ends to pro- 
tect lampholders against abuse and in- 
sure correct distance between lamps. 
Reflector has deep light-cutoff. It is avail- 
able with a new ballast for 265 volts; 
also is available for 110-125 and 220- 
250 volt circuits; in two sizes, for 4-40 
watt or 4-100 watt fluorescent lamps. 





A gift box has been especially de- 
signed for service socks and is patrioti- 
cally printed in red, white and blue. 





Gift Box for Service Socks 


The overall background is blue with 
white lettering and red, white and blue 
military insignia. The box is packed 
with service socks in regulation colors 


—khaki and olive drab for the Army, 
and black and white for the navy. The 
socks are available in mercerized cot- 
ton, rayon and wool mixtures. 


A new line of wood soles has been 
introduced which is said to have re- 
ceived quick acceptance. There are 
two types — the “rocker” and the 
“hinge.” The rocker sole has a bottom 
which curves like a chair rocker. The 
hinge sole is sawed in half at the ball. 
The two parts are connected by a leath- 
er strap; the hinge lends flexibility. 

Fifty pairs of these soles were tested 
recently. Two women employes of the 
plant which developed them wore sam- 
ples six days a week for 10 weeks, with 
good results. They are light as leather, 
it is said, and are easy on the feet. 


A solution to the current shortage of 
both metal and plywood is a new type 
of men’s wool hose drier form intro- 





Laminated Hardwood Sock Rack 


duced recently. This sock rack is made 
from molded 6-ply laminated hardwood, 
joined with waterproof plastic glue. 
The laminated wood is made by a man- 
ufacturer of U. S. Army gliders, using 
the identical methods and materials for 
both purposes. The result is a light, 
flexible, waterproof product, similar in 
appearance to a badminton racquet. 

Wool hose should properly be dried 
indoors. Because many homes do not 
have indoor clotheslines, the sock rack 
is made with a patented pivot bar set 
in the base, which may be turned at 
right angles to support each form inde- 
pendently on the floor or in the empty 
wash tub. The rack may also be used 
to display socks in the store. 
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Don't look ‘now! But. ‘a 
your competitor probably is using 








NATURAL SOLE 


SPLITS 


on his slippers and play shoes. 


Light weight Colonial Splits are 
ideal for these types of shoes... 
have uniform color, firm body for 
better edge setting and longer 
wear. All weights available. 

COLONIAL TANNING CO. 


BOSTON, MASS. 
also producers of work shoe splits 
and Colonial Patent 





“I like to trade at Jones’ Shoe Store," 
says Mrs. Smith, “because the salespeo- 
ple there seem to know their business 
and fit me to shoes that always satisfy." 
It's a safe bet Jones’ salespeople read 
Boot and Shoe Recorder. 
One new idea gained each week makes 
fifty-two new ideas each year. 
No retail shoe store is stronger than its 


salespeople. 





For Stockingless 
Shoe Customers 


PHILADELPHIA, Pa.—The bare-legged 
fashion has posed a problem for shoe 
dealers in some cities where sanitary 
or health code regulations forbid the 
fitting of shoes on bare feet. To over- 
come this difficulty stores are already 
using foot socks such as Footlets in 
the fitting of stockingless customers and 
then are selling the Footlets to the cus- 
tomer as an extra profit item. 

Footlets, made by J. W. Landen- 
berger & Co., are “invisible socks” 
which end at the shoe tops. The mak- 
ers have expanded their production 
facilities more than 600 per cent in or- 
der to take care of anticipated 1943 
demands. 


Add Children’s Department 


Erig, Pa.—Nobil’s Shoe Store has 
added a new children’s department, and 
bag and hosiery bars for the holiday 
season. The new expansion, of stream- 
lined design, increases the store’s ca- 
pacity to handle its complete line of 
dress footwear, bags, and hosiery. 





Leather Helping to Win the War 


Boston, Mass. — A popular spot these days is 210 South Street where the A. C. 
Lawrence Leather Company has installed a war leather exhibit assembled through 
the cooperation of the Army, Navy and Air Corps. Included is a wide variety of 
leather articles such as service, garrison, navy, marine and nurses’ shoes, flight 
clothing, jackets, gloves, telephone field cases, chin straps, and bomb sight cases. 
There is also shown a life-size model dressed with Winter flying equipment, three 


types of bombs, and photos of airplanes taken in actual flight. 


The photograph 


reproduced here shows that part of the exhibit which was put on display in the 
South Station before being moved to the company's South Street salesrooms. 





Scholl Injured in Accident 


Cuicaco, ILL. — Frank Scholl of 
Scholl Mfg. Co., here, was injured re- 
cently while hunting. He had removed 
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the safety clutch on his trigger while 
hunting pheasants. Something caught 
the trigger while he was going across 
a corn field, and the shot blew a hole 
through his foot. 
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CURRENT CANCELLATIONS 
JOBS AND SAMPLES 


We are the largest distributors of top- 
grade current shoes from 15 of the lead- 
ing St. Louis factories 

AT A PRICE 
MEN'S — WOMEN'S — CHILDREN'S 





Sell us your surplus shoes. We buy 
better grades. Any quantity. Write 
or wire. 


M. K. WEIL SHOE CO. 
1326 Washington Ave., St. Louis, Mo. 
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Men's, Boys’, Ledies’ 
$1.30 Up 


Send for NEW 


Style #6146 Catates 


ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C. 
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WHOLESALE DISTRIBUTORS 
* America's Leading Brands 
1910 


SINCE 
MEN'S SHOES ae $7 to $14 
IN-STOCK JoBs CANCELLATIONS 
“SUBJECT MFR.'S RESTRICTIONS 


B. COHEN SHOE CO. 


ba 81 READE ST. NEW YORK 











Mr. Scholl has returned to his home 
from the hospital. 


Howard Bialek Engaged 


New YorK — A. Bialek, New York 
representative of A. S. Kreider Shoe 
Company, gives us word of the engage- 
ment of his son, Howard, to Miss Pear! 
Jacoby. Howard has been associated 
with his father in the business for some 
time. 

An engagement party took place in 
the Sky Garden of the St. Moritz on 
Thanksgiving Eve. 
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Workshoes 












STEEL TOE 
SAFETY SHOES 
POPULAR. PRICED 


WORK SHOES 
Carried in Stock 








Holliston, Massachusetts 
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cn SKATE OUTFITS 


FOR MEN, WOMEN 6 
AND CHILDREN 


Hockey, Racing and 
Figure 3 


25 Styles In Stock 
For Immediate 
Delivery 


$2.75 Up 


Send for 
Catelog 
















ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C 
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Men's Shoes | 


FAP 





Inquire regarding 
BOUGLAS FRANCHISE 


Deugl aS Shoe ‘ 








Incorporate Research 


Foundation 


MILWAUKEE, Wis.—Articles of in- 
corporation have been filed by the 
Welch Finishes Research Foundation 
to develop the science of leather fin- 
ishes. Incorporators are Arthur W. 
Welch and Mary J. Cowen, both as- 
sociated with the Prime Leather Fin- 
ishes here, and Bauer F. Bullinger. 
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Expect Big Slipper Selling Season 





Providence Stores Report Sales of Slippers Off to a Big Start. 


PROVIDENCE, R. I.—The approaching 
Christmas shopping season promises to 
be one of the biggest slipper seasons 
ever experienced by local retailers, ac- 
cording to the opinion expressed by 
the majority of shoe retailers recently 
interviewed. Not only is it going to be 
a big volume season, but it was an early 
buying year, with many stores report- 
ing business about three weeks earlier 
than previous years. 

In the men’s department of the Bos- 
ton store, John Hughes, manager, re- 
ports that he has already sold more 
slippers than he sold during the entire 
season last year. 

At Shepard’s Emmet Smollins, man- 
ager, reports his slipper business go- 
ing along very well, with two girls kept 
busy on that end of the business. 

At Gladding’s, Maurice L. Friedman, 
department manager, reports an early 
slipper season, especially in the fancier 
items. So important in this sales pic- 
ture for Christmas this year, Mr. Fried- 
man plans to have four slipper bars, 
replacing all shoe displays with slip- 
pers. By using a shoe box buildup be- 
hind the front row of slippers, Mr. 
Friedman makes an effective two - tier 
display. 

Morris Brownstein, manager of the 


Season Under Way Earlier than Usual 








Morse Shoe Store, and Milton Levin, 
manager of the Model Shoe Store, both 
report earlier than usual slipper shop- 
ping. 

In the shoe department of Bond 
Clothes, slippers are having an unusual- 
ly early season, especially the warm, 
serviceable types. For the first time, 
this store will start radio advertising 
on slippers. With two radio broadcasts 
daily, slippers will receive prominence 
in turn with other merchandise, a thing 
which has not been done previously. 
Jules Avola, department manager, an- 
ticipates one of the biggest slipper sea- 
sons he has ever seen. 

Most stores are planning generous 
use of newspaper advertising, and all 
are putting in attractive interior and 
window displays. 





Enlists in Marine Corps 


Los ANGELES, CALIF.—“Chick” Amer- 
icus has resigned his connection with 
The Reliable Shoe Co. of this city and 
has enlisted in the Marine Corps. For 
the time being, during his training peri- 
od, he will be at the San Diego base. 
Previous to starting the wholesale shoe 
house, Mr. Americus was basement shoe 
buyer for The May Co. in this city. 


















Women Selling in Shoe Department 


2 gta 
i >. 






Springfield, ill—S. A. Barker Company now employs two women in their basement 
shoe store. Mrs. Irene Buhrman and Mrs. Vernita Pelcher are two of the first 


Springfield women to become shoe salespeople. 


Don Greco, basement store de- 


partment manager, says they are as efficient as most men. The women wear slacks 


both for comfort and efficiency. 
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Arch Supports and 
Foot Specialties... 


The Arrowsmith line and its trade-mark Re” 
is well known to the shoe trade. The 

line comprises Arch Props and Supports 

to fit practically every condition. 


Style C Arch Prop, illustrated 

here, is acknowledged 

to be the standard 

of excellence. It is 

constructed for Style C 
endurance under the most severe service of the 
heaviest person. 


aching feet, weak or broken down arches, etc. 
Made in sizes for Men, Women. 
Wholesale $30.00 dozen pairs. Retail $5.00 pair. 


SHOE SUNDRIES, Inc. 


Exclusive distributors for Arrowsmith foot correctives 


216 W. Evergreen, Chicago, Ii. 


- 


It is an effective relief for tired, 











Shoe Man Commissioned 
In QMC 


Fort F. E. WARREN, Wyo.—Morris 
M. Zingman, former vice-president and 
buyer for Arch Form Shoes, Inc., 768 
Nostrand Ave., Brooklyn, N. Y., has 
been commissioned a second lieutenant 
in the Quartermaster Corps, Army of 
the United States, upon completion of 
an intensive training course in the of- 
ficer candidate school here. 

Lieutenant Zingman will now take 
up important duties in the feeding, 
clothing, and supplying of the Amer- 
ican Army, the mission of the QMC. 

Inducted at Camp Upton, N. Y., in 
August, 1941, Lieutenant Zingman also 
saw Army service at Camp Lee, Va., 
in the Carolina maneuvers, at Camp 
Stewart, Ga., at Fort Ord, Calif., at the 
Presidio of Monterey, Calif., and at 
this post prior to entering the officer 
school. 

A graduate of the City College of 
New York with both bachelor of busi- 
ness administration and master of busi- 
ness administration degrees, the new 
lieutenant is the son of Mr. and Mrs. 
Benjamin Zingman, 1514 Lincoln PI., 
Brooklyn. His officer training has been 
given at the only quartermaster estab- 
lishment of its kind west of the Missis- 
sippi River, at which thousands of 
officers and enlisted men are learning 
the vital functions of Army supply. 


December 5, 1942 


Mrs. Frank C. Rand 


St. Louis, Mo.—Mrs. Frank C. Rand, 
wife of the chairman of the board of 
directors of International Shoe Co., 
died here recently at Barnes Hospital. 
She was 61. 

Mrs. Rand, who was born in Jacks- 
boro, Tex., had lived in St. Louis since 
she was a child. She was keenly in- 
terested in philanthropic and social 
problems and, until stopped by illness, 
conducted weekly meetings at her home 
for women who discussed a variety of 
philosophical and cultural topics. While 
in the hospital, she was in the Rand- 
Johnston Memorial wing, where her 
husband for many years has served on 
the Board of Trustees. 

Mrs. Rand is survived by four sons, 
two daughters and a brother. Funeral 
services were held from the Rand home, 
7100 Delmar Blvd., University City. 
Burial was in the family lot at Belle- 
fontaine Cemetery. 


Wisconsin Association 
Elects Officers 


MILWAUKEE, WIS. — The Wisconsin 
Shoe Retailers’ Association at its annual 
business meeting at the Plankinton 
Hotel here recently elected Maurice 
Fitzsimons, Jr., Fond du Lac, as presi- 
dent for the ensuing year to succeed 
Oscar Thureen, Viroqua. 


Other officers named are Walter 
Kuehneman, Racine, vice-president, and 
Fred C. Horton, Milwaukee, secretary- 
treasurer. Directors named for three- 
year terms are Mr. Thureen, Sid Weber, 
Janesville, and Arthur Huegel, Mad- 
ison. The new officers will assume 
their posts on Jan. 1, 1943. 

Charles M. Roussy, Milwaukee, and 
Mr. Weber were elected co-chairmen of 
the Central States Shoe Fair to be held 
in Chicago in May, 1943, when Wiscon- 
sin will be the host state. 

In attendance at the meeting were 
Messrs. Roussy, Horton, John Geisinger, 
T. H. Kuecker, Jack Wetzel, Charles 
Collar, Henry Lemay and Ed Schnei- 
der, all of Milwaukee; Thureen, Fitz- 
simons, Kuehneman, Weber, Clarence 
R. Newell and Philip Cohen, of Wau- 
kesha, and Anthony J. Peters, Racine. 





FRIEND MERCHANT 


After you have read this issue of your 
Recorder pass if around among your 
salespeople. 

For we are living in a changing age, 
and, “to know is to survive.” 

Recorder's staff of editors are close 
students of today's shoe and leather 
trends and changes. 

Your salespeople will be better sales- 
people if they study the Recorder each 
week. 
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Classified and Want Ads 








HELP WANTED 


POSITION WANTED 


WANTED TO PURCHASE 





RETAIL SHOE MEN WANTED—Men hav- 
ing six months or more experience in retail 
selling, who are in 3-A or unclassified, please 
apply. All inquiries held strictly confidential. 
Steady work, good pay. Give age, amount of 
experience, and three character references. Ad- 
see Sowmen Bros. Shoe Stores, Monmouth, 
inois. 





FOR SALE 


OHIO LADIES CANCELLATION STORE 
now doing $60,000. Lease to suit tenant. 
Most profitable as a going business; owner 
going to the Army; deal must be consum- 
mated before January first. Require capital of 
$4,000 to $5,000. Address #700 care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y 





AM SEEKING CONNECTION with small, 

progressive Chain as traveling supervisor. 
Seventeen years’ experience in all phases of 
Chain Store operation. Address #699, care 
Boot & Shoe Recorder, 209 South State Street. 
Chicago, III. 





RETAIL SHOE EXECUTIVE, young, draft 
deferred; ten years with same firm; thor 
ough experience successfully managing one of 
largest stores in most progressive Chain in 
East. Expert knowledge of selling, merchan- 
dising, display, personnel handling. Desires 
opportunity with rapid growing, successful _or- 
ganization. Address #702, care Boot & Shoe 
Recorder, 100 E. 42nd Street, New York, N. Y. 





HOTELS 





FE, STABLISHED FAMILY SHOE STORE 
doing $75,000 business, growing Eastern 
Community of 35,000 population. Market in- 
cludes large Government and war industry pay- 
rolls. Excellent location, low rental, good lease. 
Owner in Service. Address #701, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





SIDE LINE SALESMAN WTD. 


WANTED to carry side-line of Boys’ Shoes 
to the better trade. Only men carrying 
non-conflicting high-grade lines considered. In 
reply give full information. Address B-698, 
care Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 











Canadian Leather Output Up 


MONTREAL, CAN.—The output of the 
Canadian leather industry in 1941, just 
reported by the Dominion Bureau of 
Statistics, had a total value of $33,943,- 
394, an increase over the preceding 
year of $5,469,007, or 19 percent. The 
volume of output was slightly greater 
than in the previous year and average 
prices were, on the whole, higher. The 
quantity of leather as sold by weight 
had a total of 33,558,651 pounds, valued 
at $12,238,201, compared with 30,599,- 
886 pounds, valued at $10,224,841, in 
1940, while that sold by area had a 
total of 93,824,483 square feet, valued 
at $118,686,072, compared with 88,081,- 
130 square feet, valued at $16,427,076. 











SELL YOUR SURPLUS STOCKS 


to 
KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes from 
retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 














WE WILL BUY FOR 


CASH 


RETAIL SHOE STORES 
AND PAY HIGHEST PRICES 
CAMITTA SHOE COMPAN?) 
120 N. 4th St., Philadelphia. 
Phone Lombard 2062 








SHOE STORES WANTED 
FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request 








Miscellaneous items had a total value 


of $2,711,446, compared with $1,630,681 
in 1940, and the amount received for 
custom tanning was $307,675, compared 
with $191,789. 

The value of hides and skins and 


tanning materials used during the year 


was $23,533,255, compared with $19,- 


224,720 in 1940. The hides and skins, 


of all kinds, numbered 5,867,870, with 


a total weight of 117,216,237 pounds 


and a total value of $18,884,461, com- 


pared with 5,383,397 weighing 106,- 


492,198 pounds and valued at $15,590,- 
023 in 1940. The total number is di- 
vided by origin as follows: 2,222,041 
imported and 3,645,829 of domestic pro- 
duction, compared with the 1940 figures 
of 2,219,674 imported and 3,163,723 
produced at home. 

The tanning materials used had a 
total value of $4,648,794, apportioned 
by groups as follows: Tanning extracts, 
$2,068,637; chemicals, $1,166,051; oils 














WEBUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Flersheim, Enna-Jettick, Vital- 
ity, Arch Preserver, . 
tonians, Stetson, Red Cross, Nunn-Bush, Ete 


lobe” 
88 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 











SHOE STORES 


FOR CASH 


BARSH & CEASAR 


i, | 4th S$? 
Phone MARket 16664 


Philadelph Poa 


and greases, $447,007; bark for tan- 
ning $94,932; dyes, $286,482; and mis- 
cellaneous materials, $585,685. The 
principal items among the tanning ex- 
tracts are quebracho ($1,054,792) and 
chestnut ($523,594). 





CLASSIFIED ADVERTISING RATES 
The rate for ‘Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 


each word of the address should be counted. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 





s© Advertisements for this page must be in our New York Office on Friday of the week preceding publication “2 
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He’s somewhere in Baltimore or Washington, 
keeping the business appointments he made 
by telephone from his room at the Lord 
Baltimore. He'll be back this evening 
because he'll be in this territory for several 
days; because he finds the Lord Baltimore 
convenient to Baltimore's war industries and 
official Washington and because the Lord 
Baltimore is the hotel that suits his rather 
discriminating taste. 


Thinking it over—he could be you! 





The LORD BALTIMORE HOTEL 


BALTIMORE @© MARYLAND [iiakh) 
700 rooms—each with radio, tub and shower | 
ai *& 





Full Wing Tip 
Brogues, with 
double soles. On 
the famous 119 
Last—British Ton 
Calf. No. 9298. 





have the best 
room available. 
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WORLD FAMOUS 


sibeommaiess SHOES 


Manfiad 


NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 


325 ARCH ST. 


OF NORTHAMPTON 










Stocked in 
Widths Sizes 
A—8-12 
B—7-12 
C—4-12 
D—4-12 


Write for Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


PHILADELPHIA, PENNA. 











Friedman Honored at Dinner 


New YorkK — “We honor and salute 
all the men of the shoe and allied in- 
dustries now in the armed services of 
our country,” was the inscription on a 
banner above the dais at the recent 
dinner given by the New York and 
Brooklyn Federations of Jewish Chari- 
ties in honor of Max Friedman, presi- 
dent of A. S. Beck Shoe Corp. The 
dinner marked the close of the annua! 
drive of the federation, during which 
$65,000 was realized by the industry. 
This figure is about one-third more than 
that donated last year. Mr. Friedman 
was honored for twenty-five years of 
distinguished service in welfare work. 

Guest speaker was former Mayor 
James J. Walker; Harry Hershfield 
acter as toastmaster. Benjamin Kellner, 
chairman of the drive this year, pre- 
sided and called the “roll of honor.” 


Athletic Shoes 
For Armed Forces 


Cuicaco — In addition to making 
large quantities of athletic shoes for 
the armed forces, the Athletic Shoe Co. 
is also now making aviation kit bats 
and canvas mechanics’ aprons. This 
firm is.making baseball, football, basket- 
ball, and gym shoes for use in the arm- 
ed forces’ physical development pro- 
grams. 


December 5, 1942 


Shoe Man’s Son 
First Lieutenant 


CHARLESTON, S. C.—James F. Con- 
don, son of Matthew A. Condon of 
James F. Condon & Sons, here, is a first 





LT. JAMES F. CONDON 


lieutenant in the U. S. Army. He is 
stationed at Panama. Word comes from 
his father that Lt. Condon is sstill 
enough of a shoe man to be interested 
in trade developments. 


Compo Declares Dividend 


Boston, MAss.—At the regular meet- 
ing of the board of directors of Compo 





Shoe Machinery Corporation held re- 
cently, the regular quarterly dividend 
of 62%c. was declared on the $2.50 
Convertible Cumulative Preferred stock 
and 15c. per share declared on the Com- 
mon. Such dividends are payable De- 
cember 15, 1942, to stockholders of 
record at the close of business on De- 
cember 2, 1942. 

Net income of the company for the 
nine months ended September 30, 1942, 
amounted to $426,663.17 before Fed- 
eral Income and Excess-Profits taxes; 
this compares with $389,080.38 for the 
nine months ended September 30, 1941. 
Working capital at September 30, 1942, 
amounted to $711,752.45 as compared 
with $672,395.82 at September 30, 1941. 


Personnel Changes in 
Providence Stores 


PROVIDENCE, R. I.— Jules Avola is 
now manager of the shoe department 
of Bond Clothes, succeeding John D. 
McCarthy. 

Mathew Luciana has resigned as 
manager of the street floor shoe de- 
partments with G. R. Kinney, Inc., and 
has entered the Army. 

Paul J. Torte, previously manager 
of the shoe department at Enterprise 
Stores, has joined the Army and is in 
the South. He is succeeded by M. A. 
Schwartz. 
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FRIEND MERCHANT 


If you have been fortunate enough to 
keep your sales staff intact you can 
make them still more valuable to you 
and to your customers by urging them 
to read the Recorder every week. 

If, as a result of war conditions, you 
have new or inexperienced salespeople 
insist on their reading the Recorder. 

Each issue contains educational mate- 
rial of inestimable value. 





Canada Adopts Shoe 
Conservation Order 
[CONTINUED FROM PAGE 33] 


days from the date of the present or- 
der, submit to the board’s footwear ad- 
ministration drawings or photographs 
of every pattern which he intended to 
use in the manufacture of footwear 
subject to the order, and no footwear 
is to be produced from a pattern which 
has not been so submitted. 

Exempted from the order are the 
special types and footwear made for 
the physically deformed or maimed; 
footwear specially designed for and 
necessary to active participation in 
sports. 

The order also exempts from its pro- 
visions footwear made according to 
specifications for the Dominion Govern- 
ment, any provincial government, or 
any municipal authority for use as part 
of the uniform required for a police or 
fire department, and footwear for the 
use of the armed forces. 

Nothing in the order prohibits the 
manufacture of any footwear from 
materials on hand at the date of the 
order and which have been so cut or 
processed as to prevent their manufac- 
ture in conformity with the terms of 
the order. 

Shoes which are to be imported, how- 
ever, must conform with the restrictions 
of the order. No retailer will be permit- 
ted to sell or otherwise dispose of any 
footwear not manufactured in accord- 
ance with the terms of the order, except 
for manufacturer’s, wholesaler’s and 
retailer’s stock in Canada at the date 
of the order, and footwear manufac- 
tured with written permission of the 
administration from materials in hand 
at the date of the order. 

No design of construction is to be 
utilized by the manufacturer which has 
not been utilized by him during the 
pericd between October 1, 1941, and the 
effective date of the order, excepting 
markers which do not involve any addi- 
tional expense. 


Resumes Leadership 
Of Leather Company 


[CONTINUED FROM PAGE 33] 


the Hatton Leather Company was 
formed. 

It is expected that both concerns will 
continue operations as in the past un- 
der the management of Mr. Hatton. 
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ARNOFF SHOE CO., INC., New York City 
BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa. 40 
BASS, G. H., & CO., Wilton, Me. 
BELLAIRE SHOE COMPANY, Portland, Me. 
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CAMITTA SHOE COMPANY, Philadelphia, Pa. 


31 


COHEN, B., SHOE CO., New York City 
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COMPO SHOE MACHINERY CORP., Boston, Mass. 
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RICHLAND SHOE COMPANY, Nashville, Tenn. 
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